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AMERICAN  CAN  COMPANY 


New  York 

New  York  Central  Bldg. 


Chicago  rw%V  M  a  -in.-.' 

104  So.  Michigan  Ave. 

San  Francisco 

U1  Sutter  Street  '  ,u, _ 


EVERY  RETAIL  GROCER  SHOULD  HAVE 
THIS  NEW  BOOK  .  .  .  AND  IT'S  FREE) 


Appearing  in: 

American  Grocer 
Chain  Store  Management 
Chain  Store  Age 
National  Grocers  Bulletin 
Progressive  Grocer 
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PLUS  HEEKIN  PERSONAL  SERVICE 


Tempting?  Appetizing?  Deli¬ 
cious?  Healthful?  The  answer  is 
yes.  These  gems  of  Nature’s  bounti¬ 
fulness  canned  in  Heekin  Cans  contain 
all  the  goodness  of  fresh  fruits.  No 
matter  whether  you  can  fruits  or  vege¬ 
tables,  soups  or  sauer  kraut,  puree  or 
pumpkin,  Heekin  may  be  of  service  to 
you.  Heekin  Cans  and  Heekin  Per¬ 
sonal  Service  go  together.  Each  year 
we  are  growing  —  each  year  we  add 
new  customers  —  and,  most  important 
of  all  —  these  customers  stay  with  us. 
We  invite  you  to  be  one  of  them.  THE 
HEEKIN  CAN  CO.,  Cincinnati,  Ohio. 


December  9, 1935 
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ACROLU 


AUTO  pneoa  •MCimten 


CAMERON  AUTOMATIC  LINE 

Producing  300  Sanitary  Cans  Per  Minute 


Two  Customers  each  have  11  of  these  Testers. 
Another  has  8  Air  Testers. 

Three  more  have  3  apiece. 

Ten  others  each  have  1  or  2  Testers 


Some  Makers  of  Cans 
With  Cameron  Machines 


Repeat  Orders  Bespeak 
Satisfaction  and  Dependability 


No.  SOT  AIR  AND  VACUUM  TESTER. 
TESTS  AND  EJECTS  FAULTY  CANS  WITH¬ 
OUT  HELP  OP  AN  OPERATOR.  MADE 
FOR  CANS  OP  ALL  SIZES  AND  SHAPES. 


Nettle’s  Milk  Products.  Inc. 

H.  J.  Heinz  Company. 

Armour  &  Company. 

General  Foods  Corporation. 
Corn  Products  Refining  Co. 
Swift  &  Company. 

Borden  Company. 

Empire  State  Pickling  Co. 
Phillips  Packing  Co. 

Armstrong  Paint  &  Varnish  Co. 
Texaco  Can  Co. 

Standard  Oil  Co. 


CAMERON  CAN  MACHINERY  COMPANY 

240  N.  Ashland  Ave.  CHCAGO,  U.  S.  A. 
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''  Act  Notv  BBmMfMWMii 

to  cash  ill  on 

CANNED  FOODS  FOR  CHRISTMAS  CIVINC 


LASTCALLior 


G^t  your  wholesalers  and  retailers  to  bid  on 
quantity  lots  of  Canned  Foods  for  the  food 
boskets  distributed  by  community  chests,  local 
relief  organizations  and  charity  agencies. 


Urge  retailers  to  use  newsp^er  ods,  handbills, 
letters  ond  package,  enclosures.  They  are  power¬ 
ful  soles  stimulants. 


Colorful  holiday  posters 
help  decorate  the  store — ond  help  sates.  Avail* 
able  ot  low  cost  from  "PROGRESSIVE  GROCER" 
and  numerous  printing  houses.  Or,  better  still, 
print  your  own. 


The  "Contribution 
Barrel"  for  gifts  for 
the  needy.  A  sure 
Are  way  to  sell  many 
an  extra  dollor’s 
worth  of  Conned 
Food. 


it’s  smart  to  make  it  easy  for  the  retoiler. 
Provide  him  with  ottractive  Christmas  pock- 
ages  to  contain  your  Conned  Foods. ' 


CHRISTMAS  GIVING,  the  world’s  greatest 
sales-booster,  has  served  many  an  alert 
Canner  to  move  thousands  of  cases  of  Canned 
Foods.  Assortments,  or  case  and  dozen  lots 
of  single  items,  attractively  packaged  in 
Christmas  cartons  or  baskets,  have  become 
tremendously  popular  as  individual  gifts.  And 
Christmas  Charity  assortments  of  Canned 
Foods  and  related  items  will  probably  enjoy 


greater  sales  this  year  than  ever  before. 

Shopping  days  till  Christmas  are  mighty 
few— see  to  it  right  now  that  your  brokers, 
wholesalers  and  retailers  gain  some  of  this 
extra  holiday  business.  Get  them  to  push 
your  Canned  Foods.  Use  the  suggestions  on 
this  page,  and  write  Continental  immediately 
for  detailed  information  on  Christmas  Food- 
Gift  Merchandising. 


Continental  Can  Company 

NEW  YORK  CHICAGO  SAN  FRANCISCO 
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EDITORIALS 

Missed  opportunities— Local  and  state 

Canners  Conventions  are  slipping  into  history, 
and  the  next  fortnight  will  see  the  end  of  most 
such  meetings,  until  the  big  Chicago  Convention.  Have 
they  done  all  they  might  have  done  to  help  the  industry 
in  their  respective  sections  ?  This  is  not  a  criticism  of 
the  Program-builders  of  those  meetings,  much  less  of 
the  Secretaries.  If  they  have  not  done  anything  par¬ 
ticularly  worth  while,  it  is  because  the  members  have 
not  wanted  to  do  anything.  It  certainly  is  not  from 
any  lack  of  badly  needed  reforms,  or  of  opportunity 
to  improve  trading  conditions  and  the  better  Selling 
of  canned  foods.  Why,  if  they  had  done  nothing  else 
than  bring  the  members  of  their  organizations  into 
closer  acquaintance  with  each  other,  so  that  every 
canner  would  have  come  to  know  that  all  the  fellow 
canners  of  his  Association  were  fine,  straight-shooting, 
decent  fellows — (and  if  there  are  any  who  are  not 
such  they  should  not  be  allowed  to  belong) — ^these 
meetings  would  have  done  infinitely  more  than  has 
been  done.  There  is  nothing  so  badly  needed  among 
canners  of  every  rank  and  file,  as  closer  acquaintance 
with  each  other  to  the  end  that  they  will  know  that 
they  are  not  the  sort  that  would  stoop  to  the  things 
“rumor”  says  they  do.  How  can  you  expect  to  build 
a  business  with  an  almost  total  lack  of  confidence 
among  its  members !  At  least,  canners  ought  to  stand 
together ;  shouldn’t  they  ? 

If  there  was  any  appreciable  amount  of  such  confi¬ 
dence  existant  in  this  industry  the  few,  inevitable, 
blacksheep  would  never  be  able  to  make  the  raids  on 
your  business,  your  reputation,  your  pocketbooks  and 
upon  your  future  prospects,  that  are  made.  Every  in¬ 
dustry  has  its  black-sheep;  but  those  black-sheep  do 
not  dictate  the  policies  of  those  industries,  much  less 
the  market  prices  of  the  goods. 

Humanity  itself  would  have  perished  from  the  face 
of  the  earth  if  the  better  members  of  every  tribe  had 
not  banded  together  against  the  “black-sheep.”  These 
Conventions  ought  to  be  such  bandings  together  of 
the  reputable :  to  build  the  industry  to  a  higher  plane, 
and  to  let  the  world  know  that  as  an  industry  it  rates 
high.  But  can  you  do  that  without  confidence  among 
the  reputable  canners?  Have  any  of  the  Conventions 
so  far  made  even  a  slight  move  in  that  direction ;  or 
will  any  of  those  yet  to  be  held  ? 

Don’t  you  realize  that  as  long  as  you  remain  single 
and  detached  from  the  support  of  your  fellow  canners, 


that  you  fall  easy  prey  to  every  enemy?  You  can’t 
fight  the  battle  by  yourself,  and  the  business  battle  is 
just  as  fierce  and  dangerous  as  any  wartime  engage¬ 
ment.  What  would  you  say  to  an  army,  every  member 
of  which  insisted  upon  going  it  alone  in  the  fight,  with 
no  regard  for  what  other  soldiers  might  be  doing,  and 
no  support  from  them?  Of  course,  that  is  crazy;  but 
so  is  the  manner  in  which  the  canners  are  trying  to 
conduct  this  business. 

Isn’t  that  the  mission  of  the  Canners’  Associations  ? 
Of  course  it  is ;  but  they  have  been  so  fearful  that  they 
might  transgress,  even  in  the  slightest  manner,  the 
Sherman  law  or  some  other  such  antideluvian  or  long- 
since  dead  law,  that  they  propose  nothing,  and  they 
do  nothing.  We  have  in  front  of  us  a  letter  which 
says  that  a  canners’  Convention  is  more  of  a  carnival 
than  a  convention.  The  industry  ought  not  allow  that 
to  be  said.  But  it  is  the  industry’s  own  fault  that  it 
can  be  said. 

These  should  be  conventions  of  business  men;  de¬ 
voting  the  entire  time  to  business  matters ;  airing  and 
discussing  conditions  which  have  arisen,  and  the  means 
of  correcting  them.  Business  is  buying  and  selling 
and  all  the  things  which  pertain  thereto.  And  there 
are  always  enough  important  matters  of  these  kinds 
to  keep  any  set  of  business  men  busy  every  minute  of 
any  Convention.  Did  you  ever  hear  anything  like  that 
at  a  canners’  Convention  ?  Such  discussions  are  among 
the  “untouchables,”  the  “tabooed”  subjects.  Instead 
they  listen  to  “inspirational”  addresses;  technical  ad¬ 
dresses  on  how  to  combat  insect  pests,  mightily  in¬ 
teresting  and  important  to  the  crop  experts,  because 
it  is  their  stock-in-trade,  is  as  it  were  the  Doctor’s 
diagnosis,  but  all  the  canner  wants  or  should  have  is 
the  prescription  to  be  used.  He  neither  desires,  nor 
is  he  able  to  understand  the  technicalities  discussed. 
But  he  is,  or  should  be,  a  hard-headed  business  man 
who  knows  that  certain  methods  of  selling  are  not  only 
unethical,  but  absolutely  crooked  and  ruinous  to  the 
entire  business  and  to  all  prices.  He  can  grasp  that, 
and  wrestle  with  it — if  he  ever  had  a  chance. 

And  maybe,  if  he  ever  became  accustomed  to  going 
to  a  business  Convention  of  that  kind,  he  would  under¬ 
stand  when  told  that  he  had  packed  84  million  cases 
of  the  staple  or  five  leading  varieties  of  canned  foods 
this  season,  whereas  last  year  he  produced  only  61 
million  cases  of  the  same  goods  and  that,  therefore,  he 
must  go  carefully  in  1936,  because  there  may  be  a 
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rather  heavy  carry-over,  and  that  such  a  carry-over  is 
exactly  the  same  as  that  many  goods  packed  in  1936. 
His  business  sense  would  tell  him  to  cut  his  pack  in 
the  proportion  this  represents  to  normal.  His  good 
business  sense,  too,  would  tell  him  not  to  leave  all 
that  cutting  to  the  other  fellow. 

If  that  masterful  Forecast  of  1936  Canning  Crops, 
published  in  our  issue  of  November  11th,  has  appeared 
on  any  Convention  program  to  date,  or  ever  will,  we 
have  seen  no  evidence  of  it.  And  a  discussion  of  it 
probably  would  do  no  good  under  present  conditions. 
It  needs  business  handling,  or  more  harm  than  good 
will  come  out  of  it :  a  lot  of  the  listeners  will  decide,  as 
they  have  done  in  innumerable  cases  before  this,  that 
“if  those  darn  fools  are  going  to  cut  their  acreage  I 
will  increase  mine,  and  get  the  gravy.” 

Do  you  think  that  that  is  the  way  any  well  organized 
business  works? — the  steel  men;  the  automobile  men; 
the  coal  men ;  the  sugar  men  ? 

And  we  would  like  to  ask  the  timid  Association 
officers :  who  is  going  to  make  a  complaint  because  the 
canners  get  into  a  business-huddle  to  sanely  and  prop¬ 
erly  outline  plans  for  their  business?  The  buyers? 
Nonsense,  the  buyers  are  more  anxious,  if  anything, 
to  see  canned  foods  upon  a  more  stable,  less  fluctuat¬ 
ing,  basis  than  are  the  canners  themselves.  They  do 
not  like  the  deep-valley,  below-cost  periods  any  more 
than  they  like  the  peak-high  periods.  They  would  like 
to  see  canned  foods  selling  regularly  at  a  moderate 
or  medium  rate,  and  they  would  be  willing  to  have 
that  medium  show  satisfactory  profit  to  the  canners. 
The  great  mass  of  the  buyers  no  more  belong  to  the 
“black-sheep”  class  than  do  the  great  mass  of  the 
canners.  It  is  the  small  fringe  of  black-sheep  buyers, 
egged  on  by  a  similar  small  fringe  of  black-sheep 
brokers,  who  make  all  the  troubles  in  the  canned  foods 
market.  They  are  the  ones  who  should  be  put  on  the 
pan  by  a  business  man’s  canners’  convention,  and  their 
influence  taken  away  from  them.  They  are  bad  actors, 
but  if  they  are  not  scotched  by  the  canners,  by  whom 
will  they  be  scotched?  By  those  laws  which  those 
timid  Association  officials  are  so  afraid  of?  Nonsense. 
Why  are  not  other  lines  of  industry  who  do  the  things 
we  here  suggest,  bothered?  Because  what  they  do  is 
good  for  their  own  business ;  good  for  the  handlers  in 
it,  and  good  for  the  consumers  in  their  market.  We 
are  not  advising  any  tight-trust  business;  any  selling 
through  one  outlet  scheme.  That  is  all  “bunk”  and 
nonsense,  and  never  endures.  We  mean  sensible 
regulation  and  management  of  the  business  to  the  in¬ 
terest  of  all  concerned,  which  includes  most  assuredly, 
the  consumers. 

Our  Conventions  are  missing  golden  opportunities 
to  be  valuable  to  their  members  and  to  the  industry  as 
a  whole;  and  they  have  existed  long  enough  to  have 
found  that  out  by  this  time.  But  so  long  as  every 
canner  regards  every  other  canner  with  a  fishy  eye  no 
one  will  ever  propose  such  a  move.  Before  that  is 
possible,  real,  genuine  confidence  between  canners  must 
be  established.  All  these  Conventions  should  be  “Let’s 
get  together,”  “Let’s  get  better  acquainted,”  “Let’s 
have  confidence  in  every  other  canner”  (because  he  is 
a  canner)  Conventions! 
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CONVENTION  DATES 

DECEMBER  10-11,  1935 — Ohio  Canners,  Annual, 

Hotel  Gibson,  Cincinnati,  Ohio.  i 

i 

DECEMBER  10-11,  1935 — Tri-State  Packers,  Annual,  I 
Benjamin  Franklin  Hotel,  Philadelphia,  Pa. 

1 

DECEMBER  12-13,  1935 — Association  of  New  York 
State  Canners,  Annual,  Hotel  Statler,  Buffalo,  N.  Y. 

DECEMBER  17,  1935 — Maine  Canners,  Annual,  East-  I 
land  Hotel,  Portland,  Me.  I 

DECEMBER  17-18,  1935 — Pennsylvania  Canners,  An¬ 
nual,  Yorktowne  Hotel,  York,  Pa. 

JANUARY  2,  1936 — Eastern  Shore  of  Virginia  Can¬ 
ners,  Annual,  Chesapeake  Hotel,  Cape  Charles,  Va. 

JANUARY  7-8-9,  1936 — Northwest  Canners,  Annual, 
New  Washington  Hotel,  Seattle,  Wash. 

JANUARY  9-10,  1936 — Ozark  Canners,  Annual,  Col-  . 
onial  Hotel,  Springfield,  Mo.  I 

JANUARY  19-25,  1936 — National  Canners,  Stevens 
Hotel,  Chicago,  Ill. 

JANUARY  19-25,  1936 — National  Preservers,  An-  !i 

nual,  Chicago,  Ill. 

JANUARY  19-25,  1936 — National  Food  Brokers, 

Stevens  Hotel,  Chicago,  Ill.  1 

JANUARY  19-25,  1936 — Canning  Machinery  &  Sup¬ 
plies,  Meeting  and  Exhibit,  Stevens  Hotel,  Chicago,  \ 
Ill.  * 

JANUARY  22,  1936  —  Evaporated  Milk,  Annual, 
Blackstone  Hotel,  Chicago,  Ill. 

JANUARY  22,  1936 — National  Pickle  Packers,  An¬ 
nual,  Palmer  House,  Chicago,  Ill. 

FEBRUARY  3-4,  1936 — Tennessee-Kentucky  Canners,  L 
Annual,  Hotel  Andrew  Johnson,  Knoxville,  Tenn.  * 

FEBRUARY  25-26,  1936 — Virginia  Canners,  Annual, 
Roanoke,  Va. 
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Association  of  Pacific  Fisheries  Meets 

Twenty-second  Annual  Convention 

At  DEL  MONTE>  CALIFORNIA,  NOVEMBER  8,  1935 


The  Twenty-second  Annual  Convention  of  the 
Association  of  Pacific  Fisheries,  which  was  held 
at  the  Hotel  Del  Monte,  Del  Monte,  California,  on 
November  8,  was  a  very  successful  affair  from  the 
standpoints  of  attendance,  good  weather  and  things 
accomplished. 

When  the  roll  was  called  at  the  beginning  of  the 
business  session  Friday  morning  37  member  corpora¬ 
tions  responded.  Over  100  people  attended  the  open 
session  in  the  afternoon,  among  those  present  being 
invited  guests,  government  officials,  representatives  of 
associated  industries,  and  others.  At  the  Annual 
Banquet  on  Friday  evening  well  over  225  persons  were 
present. 

Mr.  Timson,  the  President,  in  his  report  outlined  the 
more  important  activities  of  the  Association  during 
the  past  year.  The  Secretary  and  Treasurer’s  reports 
were  also  read.  During  1935  one  active  and  one  honor¬ 
ary  membership  was  lost  while  one  new  active  and  one 
new  honorary  membership  was  gained,  so  there. was 
no  change  in  the  total  number  of  memberships  at  the 
end  of  the  year.  The  total  1934  pack  of  the  active 
members  of  the  Association  of  Pacific  Fisheries  was 
6,000,000  cases.  Members  of  the  Northwest  Branch 
of  the  National  Canners  Association  represented 
8,000,000  cases  of  the  1934  pack.  The  financial  reports 
showed  that  the  condition  of  the  National  Canners 
Association  was  sufficiently  good  on  September  15  (end 
of  the  fiscal  year)  to  warrant  a  further  decrease  in  the 
dues  of  the  Northwest  Branch  for  the  coming  year,  but 
in  the  case  of  the  Association  of  Pacific  Fisheries 
unusual  expenditures  had  depleted  the  reserve  to  a 
considerable  extent,  necessitating  a  slight  increase  in 
the  dues  of  that  organization — the  dues  for  the  coming 
year  will  be  outlined  later.  The  reports  of  the  Presi¬ 
dent,  Secretary  and  Treasurer  were  accepted  by 
unanimous  vote. 

After  finishing  his  formal  report  Mr.  Timson  stated 
he  was  glad  to  advise  the  gathering  that  at  the  meet¬ 
ing  of  the  Advertising  Committee  yesterday  the  out¬ 
look  for  advertising  improved  very  much  and  many  of 
the  details  retarding  progress  had  been  removed  so 
that  prompt  action  in  the  matter  of  choosing  an  agency 
and  starting  the  campaign  could  be  taken.  He  called 
upon  Mr.  Ellsworth,  Secretary  of  the  former  Canned 
Salmon  Industry  Code  Authority,  for  a  statement  re¬ 
garding  the  relation  between  this  industry  and  labor 
matters.  Mr.  Ellsworth  stated  there  would  be  a  hear¬ 
ing  in  connection  with  these  matters  in  January.  Mr. 
Timson  said  he  felt  there  was  no  intention  on  the  part 
of  anybody  in  the  canned  salmon  industry  to  go  back 


to  the  old  contract  labor  system.  In  closing  he  thanked 
the  members  for  their  cooperation  with  him  as  Presi¬ 
dent  during  the  past  year  and  stated  he  felt  a  very  wise 
step  had  been  taken  in  the  affiliation  of  the  Associa¬ 
tion  of  Pacific  Fisheries  and  the  Northwest  Salmon 
Canners  Association  for  the  purpose  of  presenting  a 
united  front  on  all  matters  relating  to  the  canned 
salmon  industry. 

REPORT  OF  NOMINATING  COMMITTEE— The 
report  of  Mr.  Daniel  Campbell,  chairman  of  the  Nomi¬ 
nating  Committee,  was  handed  to  the  Secretary  and 
read.  Upon  call  of  the  Chairman  for  other  nomina¬ 
tions  there  were  none,  so  by  unanimous  vote  of  the 
membership  the  following  gentlemen  were  elected  to 
serve  for  a  3-year  term  on  the  Board  of  Trustees 
(formerly  called  the  Executive  Committee)  :  William 
Timson,  E.  B.  Doming,  G.  P.  Halferty,  W.  F.  Schlothan, 
A.  W.  Wittig,  and  R.  A.  Welsh,  Jr. 

This  election  makes  the  full  membership  of  the  Board 
of  Trustees  for  1936  as  follows:  Daniel  Campbell,  C. 
P.  Hale,  G.  W.  Skinner,  E.  B.  Hanley,  Lawrence  Cal¬ 
vert,  R.  R.  Parish,  D.  W.  Branch,  C.  A.  Sutter,  H.  B. 
Friele,  W.  L.  Thompson,  P.  E.  Harris,  C.  J.  Sebastian, 
William  Timson,  E.  B.  Doming,  G.  P.  Halferty,  W.  F. 
Schlothan,  A.  W.  Wittig,  and  R.  A.  Welsh,  Jr. 

At  noon  the  Board  of  Trustees  met,  in  accordance 
with  the  By-laws,  and  unanimously  re-elected  the  fol¬ 
lowing  officers  of  the  Association  for  1936 :  President, 
William  Timson;  First  Vice-President,  E.  B.  Hanley; 
Second  Vice-President,  C.  J.  Sebastian;  Third  Vice- 
President,  A.  W.  Wittig;  Fourth  Vice-President,  R.  A. 
Welsh,  Jr.;  Treasurer,  E.  B.  Doming,  and  Secretary, 
E.  D.  Clark. 

REPORT  OF  COMMITTEE  ON  RESOLUTIONS— 
Mr.  R.  R.  Parish,  Chairman  of  the  Resolutions  Com¬ 
mittee,  reported  that  his  Committee  had  one  resolution 
of  condolence  to  offer,  viz.,  on  the  death  of  Mr.  Frank 
Wright,  a  former  President  of  the  Association  of 
Pacific  Fisheries  and  for  many  years  a  member  of  this 
organization.  This  resolution  was  passed  unanimously 
and  the  officers  of  the  Association  were  instructed  to 
spread  it  on  the  minutes  and  send  a  copy  to  the  family 
of  the  deceased. 

ASSOCIATION  DUES  FOR  THE  COMING  YEAR 
— The  recommendations  of  the  Board  of  Trustees  voted 
at  its  meeting  of  the  night  before  were  reported  and 
are  given  in  detail  below : 

“That  the  1936  dues  of  the  Association  of  Pacific 
Fisheries  for  ACTIVE  members  be  assessed  at  the 
rate  of  1/5  cent  per  case  for  those  concerns  packing 
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100,000  cases,  or  over,  in  1935 ;  the  dues  for  companies 
packing  less  than  100,000  cases  to  be  $50.00  flat;  the 
dues  for  HONORARY  members  in  allied  industries 
to  be  assessed  at  the  rate  of  $50.00  per  corporation. 
The  dues  may  be  payable  quarterly,  if  the  packer  so 
desires,  on  January  1,  April  1,  July  1,  and  October  1, 
EXCEPT  in  the  case  of  minimum  dues  for  Active 
members  at  the  rate  of  $50.00  and  the  Honorary  rate 
of  $50.00,  which  are  payable  at  one  time. 

That  the  1936  dues  for  the  support  of  the  National 
Canners  Association,  Northwest  Branch,  including 
pack  inspection,  be  1/3  cent  per  case  on  the  pack  of 
1935,  plus  the  general  dues  of  1/3  cents  per  case  to  be 
remitted  to  the  National  Canners  Association  at  Wash¬ 
ington,  these  dues  to  be  payable  in  advance  except  when 
amounting  to  over  $400.00,  when  they  may  be  payable 
quarterly,  if  the  packer  so  desires,  on  January  1,  April 
1,  July  1,  and  October  1.” 

In  the  case  of  the  Northwest  Branch  of  the  National 
Canners  Association  the  dues  are  reduced  from  Y2 
cent  per  case  on  the  pack  of  1934  to  1/3  cent  per  case 
on  the  pack  of  1935,  making  a  33  1/3%  reduction. 
This  with  the  regular  1/3  cent  per  case  for  general 
National  Canners  Association  dues  paid  to  Washing¬ 
ton  will  make  2/3  cent  per  case  as  the  total  cost  for 
1935  to  be  paid  by  members  of  the  National  Canners 
Association  for  both  general  and  local  dues. 

In  the  case  of  the  Association  of  Pacific  Fisheries — 
in  order  to  meet  unusual  expenses  the  1934  reserves 
were  depleted,  and  the  1936  dues  are  raised  from  1/15 
cent  per  case  to  1/5  cent  per  case  for  those  packing 
over  100,000  cases,  and  the  flat  rate  for  companies 
packing  less  than  100,000  cases  from  $25.00  to  $50.00 ; 
the  dues  for  Honorary  members  being  left  at  $50.00 
per  corporation. 

This  reduction  in  the  National  Canners  Association 
dues  and  slight  increase  in  the  dues  of  the  Association 
of  Pacific  Fisheries  means  that  the  total  dues  paid  by 
members  of  both  Associations  will  be  slightly  less  than 
the  total  dues  paid  to  both  Associations  in  1935. 

The  membership  gave  a  unanimous  vote  of  approval 
to  the  above  schedule  of  dues,  and  the  Association 
officers  were  instructed  to  proceed  with  the  collection 
on  this  basis,  beginning  January  1,  1936. 


The  inspection  has  grown  considerably  during  the 
last  three  years,  as  follows  (in  round  numbers) : 


No.  of 

No.  of  No.  of 

Percentage  of 

Year 

Companies 

Parcels  Cases 

Entire  U.  S.  Pack 

1933 

46 

2300  4,000,000 

63 

1934 

56 

2700  5,800,000 

70 

1935 

70 

3300  5,200,000 

84 

Contrary  to  rumor,  the  results  show  there  was  less 
bad  fish  packed  this  year  than  last,  at  least  among  those 
packers  having  inspection.  Furthermore,  the  results 
show  that  this  bad  fish  was  concentrated  in  a  few  hands 
and  largely  among  packers  who  did  not  have  inspection 
last  year. 

It  is  hoped  that  the  industry  will  make  a  very  real 
effort  to  entirely  eliminate  the  packing  of  fish  that  has 
ceased  to  be  fresh. 

It  was  moved,  seconded,  and  unanimously  passed, 
that  operation  of  the  Salmon  Inspection  Service  and 
the  Annual  Cutting  Demonstration  as  carried  on  be 
approved  and  continued  and  that  the  recommendations 
of  the  Board  of  Trustees  at  their  meeting  last  night 
be  ratified  and  the  President  instructed  to  appoint  a 
Committee  to  draw  up  rules  and  regulations  for  handl¬ 
ing  the  inspection  service  in  order  to  make  it  more 
efficient.  Mr.  Timson  announced  his  appointment  of 
the  following  Committee  to  handle  this  matter  of  draw¬ 
ing  up  inspection  rules  and  regulations :  Messrs.  A.  W. 
Shiels,  H.  0.  Roberts,  and  H.  B.  Friele;  and  E.  D. 
Clark  and  A.  I.  Ellswortli,  ex-officio,  as  Secretaries  of 
the  two  Associations. 

Mr.  Frank  E.  Gorrell,  Secretary  of  the  National 
Canners  Association,  Washington,  D.  C.,  complimented 
the  “work  of  the  Association  of  Pacific  Fisheries  and 
also  the  splendid  work  of  the  Northwest  Branch  of  the 
National  Canners  Association  on  salmon  inspection  and 
for  having  almost  100%  coded  salmon  pack.” 

Mr.  H.  W.  Phelps,  President  of  the  American  Can 
Company,  New  York  City,  spoke  on  general  matters. 
He  still  thinks  the  best  motto  for  the  salmon  canners 
is  “TRUTH  ON  THE  LABEL  AND  HONESTY  IN 
THE  CAN.” 


DR.  CLOUGH’S  REPORT  ON  SALMON  INSPEC¬ 
TION — Dr.  Clough,  Chemist  of  the  Northwest  Branch 
of  the  National  Canners  Association,  reported  on  the 
operations  of  the  salmon  inspection  service.  He  pointed 
out  that  the  inspection  was  originally  intended  to  cover 
only  the  condition  of  the  various  parcels  from  the 
standpoint  of  freshness,  or  a  lack  of  it.  But  the  oppor¬ 
tunity  to  study  the  quality  and  workmanship  seemed 
too  good  to  neglect  and  the  inspection  was  broadened 
to  include  reports  on  these.  After  three  years  of  rather 
complete  reports  it  is  believed  the  industry  finds  the 
information  on  quality  and  workmanship  at  least  equal 
in  value  to  that  dealing  with  freshness.  A  summarized 
report  upon  its  entire  pack  was  furnished  each  mem¬ 
ber  together  with  a  copy  of  a  summarized  report  cover¬ 
ing  all  the  pack  under  inspection  for  comparison  with 
their  own. 


Rising  votes  of  thanks  were  offered  to  the  Speakers 
of  the  Day;  to  the  Donors  of  Golf  Trophies;  to  the 
Entertainment  Committee,  and  to  Mr.  Arthur  C.  Webb 
for  acting  as  Manager  of  the  Golf  Tournament;  to 
The  Continental  Can  Company  for  its  Cocktail  Party ; 
to  Mr.  and  Mrs.  T.  B.  Wilson  for  the  luncheon  at  their 
home  in  Carmel  Highlands,  and  to  The  American  Can 
Company  for  its  banquet  and  entertainment. 


BERlINfl 

canning\# 


MACHINEKY 

Single  Unit  or  J!  Complete  Canning  Plant' 
BERLIN  CHAPMAN  CO.  BERLIN,  WIS. 
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FIFTY  THOUSAND  ACRES 

will  be  planted  with 

Stokes  Master  Marglobe* 

in  1936 

There  is  only  one  explanation 

for  this, - the  industry 

knows  a  good  tomato 
when  it  .  sees  it! 

♦Trade  Mark  Resistered. 

FRANCIS  C.  STOKES  &  CO.,  Inc. 

Seed  Breeders  and  Growers 


Sanford,  Florida, 


Stokesdale  Provins  Grounds 

MOORESTOWN,  NEW  JERSEY 


Corpus  Christ!,  Tex. 
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How  Indiana  is  Fishting  Tomato 

Bootlegging 

By  Herbert  H.  Eickhoff,  Van  Camp,  Inc. 

Before  Indiana  Canners  Convention 


For  the  present,  the  functions  of  the  Indiana  Can¬ 
ners’  Protective  Association  are  to  be  divided  into 
two  definite  objectives. 

The  first  is  to  use  every  legal  means  within  our 
power  to  discourage  bootlegging  of  tomatoes  that  have 
been  contracted  to  member  canners. 

The  second  is  to  explain  and  impress  upon  our 
tomato  growers,  and  some  of  our  canners,  the  hazards 
of  growing  open  market  tomatoes  as  clearly  demon¬ 
strated  in  the  Eastern  tomato  states  this  past  season. 

To  suppress  bootlegging  we  have  found  is  indeed  a 
difficult  and  expensive  proposition.  Our  common 
weapon  has  been  to  get  injunctions  in  local  courts  en¬ 
joining  growers  from  selling  contracted  tomatoes,  and 
where  ever  possible  against  buyers. 

To  enjoin  a  grower  from  selling  these  tomatoes  it 
is  necessary  to  get  complete  evidence  of  a  sale.  Then 
again  we  encountered  difficulties  because  of  the  fact 
that  contracts  between  growers  and  canners  in  many 
instances  did  not  hold  water;  that  is  the  tomato  con¬ 
tract  did  not  always  cover  all  the  tomatoes  grown  on 
growers  farm.  This  left  the  loop-hole  of  a  grower 
claiming  that  the  tomatoes  he  sold  were  picked  from 
an  acre  or  more  that  he  had  planted  for  open  acreage. 
This  particular  acre  or  acres  has  always  been  hard  to 
locate  as  you  may  well  guess.  Most  of  the  contracts 
written  now,  however,  specifically  state  that  all  toma¬ 
toes  grown  by  grower  on  grower’s  farm  come  under 
the  provision  of  the  tomato  contract. 

The  particular  and  most  valued  service  the  Associa¬ 
tion  has  rendered  to  its  members  along  this  line  has 
been  to  daily  supply  member  canners  with  a  list  of 
names  and  addresses  of  those  selling  tomatoes  at  the 
established  open  markets. 

To  determine  if  some  of  these  truckers  are  hauling 
legitimate  open  market  tomatoes  or  if  they  are  hauling 
their  own  or  some  one  else’s  contracted  tomatoes,  it  is 
up  to  the  local  canners  to  check  their  growers’  lists. 
If  they  suspect  some  of  these  truckers  buying  from 
their  growers  they  can  only  trail  them  and  get  the  evi¬ 
dence  necessary  to  get  injunctions. 

The  Association  furnished  professional  investigators 
to  check  the  evidence  to  see  if  same  is  sufficient,  tak¬ 
ing  into  consideration  wording  of  local  canners  con¬ 
tracts,  or  give  aid  and  advice  in  obtaining  necessary 
evidence.  The  Association  also  furnished  its  members 
with  a  legal  advisor  in  drawing  up  papers,  etc.,  also 
when  requested,  assists  at  any  court  hearings. 


An  effective  measure  to  discourage  bootlegging  was 
tried  out  this  year  by  several  canners  and  was  re¬ 
ported  to  work  out  very  well.  The  stipulated  contract 
price  for  tomatoes  was  set  at  $3.00  less  than  the  ac¬ 
cepted  price  with  the  provision  that  if  grower 
performed  his  contract  in  full  (which  means  no  boot¬ 
legging)  canner  then  paid  a  bonus  of  $3.00  per  ton 
on  all  tomatoes  delivered. 

Now  the  second  part  of  the  functions  of  our  Asso¬ 
ciation  I  believe  is  more  important  than  the  first.  It 
is  the  purpose  to  do  our  utmost  in  discouraging  any 
open  market  tomatoes  for  canning  consumption.  The 
farmer  during  a  season  when  tomatoes  are  scarce 
seems  to  be  able  to  sell  everything  he  has  in  the  tomato 
field,  even  sometimes  part  of  the  vines,  at  above  pre¬ 
vailing  contract  prices,  but  in  such  years  even  when 
he  gets  paid  for  culls  his  total  yield  is  probably  only 
half  of  the  yield  he  would  get  in  a  normal  good  year. 
Even  if  he  does  get  better  prices,  this  will  not  make 
up  to  the  grower  the  loss  he  sustains  during  the  glut 
of  a  normal  good  year  with  low  market  prices. 

You  gentlemen  know,  and  we  want  our  tomato 
growers  to  know,  that  during  the  glut  in  the  Eastern 
States  this  past  season,  tomatoes  sold  as  low  and 
lower  than  $5.00  per  ton*.  You  know  and  I  know  that 
it  will  take  several  years  to  make  up  in  money  to  the 
farmers  there,  the  loss  they  sustained  on  a  bumper 
crop  compared  to  the  money  they  would  have  received 
had  they  all  been  contracted. 

Now  did  these  low  prices  in  the  East  do  the  average 
canner  any  good?  No,  he  immediately,  unloaded  at 
ridiculously  low  prices,  disorganizing  the  whole  tomato 
market.  Would  he  have  done  this  if  he  had  been  pay¬ 
ing  $10.00  per  ton  for  contracted  tomatoes?  Most 
probably  not.  Therefore  an  open  market  situation  is 
a  menace  to  good  orderly  marketing. 

Another  angle:  when  tomatoes  are  a  little  scarce, 
you  have  contracted  just  enough,  possibly  a  little  more 
than  your  future  sales  require;  you  hear  that  your 
grower.  Brown,  and  some  other  growers  are  complain¬ 
ing  that  the  buyer  at  the  open  market  is  taking  almost 
anything  that  can  be  called  a  tomato  and  you  are  in¬ 
sisting  on  your  regular  quality  standard.  You  begin 
to  slip,  you  let  the  bars  down  a  little,  you  are  afraid 
your  growers  will  sell  at  the  open  market  and  you  will 


*  See  The  Canning  Trade  of  November  25th,  1935,  page  6, 
“Your  Fellow  Canner.” — E ditar. 

(Contimied  on  page  26) 
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Indiana  Pulpers  and  Finishers 
are  designed  to  afford  rapid 


229  E.  SOUTH  STREET,  INDIANAPOLIS,  INDIANA 


and  easy  change  of  screens,  instant  and  complete 
accessibility  for  cleaning.  Indiana  Colossal  Finish¬ 
er  (above)  Standard  Finisher  (below).  We  also 
have  the  Brush  Finisher. 


DEPENDABLE  SEEDS 


FOR  THE 


CANNING  AND  PICKLING  TRADE 


F.  H.  WOODRUFF  &  SONS 

Growers  of  High  Class  Seeds 

MilFord/  Connecticut 

Atlanta,  Ga.  »  Toledo,  Ohio 


We  are  leading  growers  of  Tomato  Seeds,  producing  them 
under  our  own  supervision  and  under  the  direction  of  expert 
tomato  growers,  growing  the  tomatoes  for  seed  purposes  only. 
No  better,  true  to  type  stocks  are  obtainable  anywhere,  re¬ 
gardless  of  price.  Seed  put  up  in  quantities  to  suit  the  buyer. 

Correspondence  invited,  ask  for  our  Tomato 
circulars  and  prices. 


MASTER  MARCLOBE  TOMATO 


A  specialty  of  ours.  No  better  Canning  Tomato  ever  produced 


Peas,  BeanS/  Corn/  Cabbage, 
Cucumber,  Beet  and  Tomato  Seeds 


Production  Records  Tell  a  More  Important  Story 
than  Catalog  Pages, 

Does  it  produce  a  hish  quality  product?  Does  it  obtain  volume 
production?  Is  labor  cost  high  or  low?  Get  these  facts  from  pro¬ 
duction  records.  Is  it  efficient?  Does  it  slow  down  production  line 
or  carry  its  load?  Is  it  sturdy  and  dependable  or  does  it  need  re¬ 
pairs  or  adjustment  frequently?  Consult  production  records. 

Langsenkamp  Equipment 

Always  ahead  in  performance. 

If  you  require  any  kind  of  equipment  manufactured  by  Langsen- 
kamp  we  invite  you  to  check  its  efficiency,  its  dependability,  its 
PERFORMANCE  from  every  standpoint.  Consult  production  re¬ 
cords.  Langsenkamp  Equipment  established  its  reputation  in  canning 
plants  by  rendering  GREATER  SERVICE. 

Kook-More  Koils,  Copper  Kettles,  Indiana  Pul¬ 
pers,  Finishers,  Juice  Extractors  and  Other  Equip¬ 
ment  for  Handling  Tomato  Products. 


12 


December  9, 1935 


\ 


'GRAMS  of  INTEREST 


DECEMBER  5th  marked  the  Golden  Anniversary  of  the  firm  of 
Slaysman  &  Company  as  can  making  machinery  manufacturers. 

Entering  the  business  in  1885,  long  before  the  sanitary  can  was 
thought  of,  Slaysman  &  Company,  under  the  leadership  of 
Alexander  Slaysman,  Jr.,  were  very  important  factors  in  the 
development  and  production  of  can  making  equipment.  Mr. 

Slaysman  adopted  as  a  principle  for  all  of  the  machinery  pro¬ 
duced  by  his  firm  “Simplicity  in  design,  accessibility  and  dura¬ 
bility  of  all  working  parts,  economy  in  power  consumption, 
automatic  operation  and  absolute  reliability  at  all  times.”  The 
firm  has  contributed  much  important  equipment  in  the  develop¬ 
ment  of  the  sanitary  can,  probably  the  most  important 
of  which  is  the  Slaysman  Duplex  Trimmer  and  Slitter,  patents 
for  which  are  now  owned  by  Cameron  Can  Machinery  Company, 

Chicago.  The  machine  is  a  combination  of  the  first  and  second 
operation  in  the  making  of  can  bodies.  It  consists  of  a  trimmer 
and  slitter  mounted  on  a  single  cast  iron  base  at  right  angles  to  winners  of  the  turkety  shoot  held  the  day  preceding  the 
each  other.  A  sheet  of  tin  fed  to  the  trimmer  is  accurately  Indiana  Canners  Meeting  at  the  Indianapolis  Skeet  Club  were, 

trimmed  to  size,  then  deposited  to  the  bed  of  the  slitter,  where  Roy  Laughlin,  Elwood;  F.  Gladden  Searle,  New  York;  W.  H.i 

it  is  automatically  fed  to  the  cutters  which  cut  out  the  can  Funderburg,  Indianapolis;  Kenneth  Rider,  Trafalgar;  Carl 
bodies  with  great  speed  and  accuracy.  The  entire  industry  is  Scudder,  Windfall,  and  Walter  Reese,  New  Lisbon, 
indebted  to  Slaysman  &  Company,  and  Mr.  Alexander  Slaysman, 

Jr.,  in  particular,  for  his  contribution  of  equipment  for  the  FIRE  damage  estimated  at  about  $5,000  was  recently  done  to 
making  of  tin  cans.  Congratulations  on  this,  their  Fiftieth  the  plant  of  Sparta  Canning  Company,  Sparta,  Wisconsin,  cause 

Anniversary,  and  may  their  business  long  continue  to  prosper.  unknown.  The  plant  has  not  been  operated  for  several  years. 

MRS.  W.  M.  MEYERBERG,  wife  of  the  head  of  the  Myerberg  Con- 
MARKING  TIME  with  Phillips.  Day  before  Thanksgiving,  just  densed  Milk  Company  of  Soledad,  California;  suffered  serious 
so  Thanksgiving  would  be  even  more  in  order,  representatives  injuries  in  an  automobile  accident,  an  ear  being  practically 

and  distributors  of  “Phillips  Delicious”  canned  foods  received  severed  from  her  head,  along  with  other  hurts, 

from  the  company  a  doubly  canned  “Watch  to  watch  for  time.” 

This  doubly  canned  idea  is  probably  in  the  spirit  of  the  holidays  lou  wetzel  has  joined  the  nation-wide  label  service  of  Stecher- 
approaching.  In  all  seriousness,  there  came  by  express  a  can  Traung  Lithograph  Company,  assisting  George  Sauter  at  the 
labeled  “Phillips  Delicious”  Tomato  Juice  with  a  shipping  tag  Baltimore  office.  Lou  comes  to  Stecher-Traung  with  several 
attached  by  string  through  a  hole  in  the  top  of  the  can  with  years’  experience  in  both  the  manufacturing  and  selling  of  litho- 
the  wording  “Here’s  the  Watch  to  Watch  for  Time.”  Upon  graphic  work,  having  started  at  the  very  bottom  as  “devil”  and 

opening  the  can  a  second  can  was  found  bearing  the  label  worked  his  way  up  with  Wheeling  News  Lithograph  Company, 

worded:  “We  neglected  to  tell  you  about  this  second  can — but  Wheeling,  West  Virginia.  You’ll  like  the  boy  when  he  makes 
inside  is  the  watch  to  watch  for  time.”  Opening  this,  sure  his  call.  He’ll  be  seein’  you. 
enough,  there  was  the  watch — a  Defiance  pocket  watch  and  also 

a  coin  representing  the  Gold  Medal  and  Grand  Prix  awarded  WILEY,  President  of  the  Pacific  Canners  Sales  Company, 

Phillips  Delicious  food  in  London,  1935.  So  “watch  time”  for  Oakland,  California,  was  seriously  injured  recently  when  a 
the  next  move.  bandit  struck  him  over  the  head  in  a  holdup,  fracturing  his  skull. 


ALEXANDER  SLAYSMAN,  JR. 
50  years  in  Business 


BERLIN-CHAPMAN  COMPANY  have  just  issued  a  new  catalog 
No.  36,  a  well  devised  edition,  giving  sectionally,  complete 
handling  equipment  for  the  canning  of  peas,  corn,  tomatoes, 
including  condiments  and  juice,  beans  and  beets,  fruits,  meats 
and  milk,  and  cook  and  process  machinery;  profusely  illustrated 
with  specifications,  etc.  A  very  desirable  and  informative 
piece  of  literature — yours  for  the  asking  by  addressing  the 
company  at  Berlin,  Wisconsin.  As  regards  this  and  catalogs 
of  other  advertisers  of  The  Canning  Trade,  all  are  on  file  at 
The  Canning  Trade’s  new  offices  at  20  S.  Gay  Street,  for  in¬ 
spection  on  your  visits. 

the  hunt  brothers  packing  company,  San  Francisco,  Cali¬ 
fornia,  at  a  special  stockholders’  meeting  held  last  week,  voted 
favorably  on  a  plan  for  changes  in  capitalization  and  reclassifi¬ 
cation  of  the  company’s  stock  to  permit  the  payment  of  dividends 
to  class  A  stockholders.  The  plan  was  approved  over  the  vote 
of  dissenting  minority  interests  who  promised  to  carry  action 
to  court. 


MINNESOTA  VALLEY  CANNING  COMPANY  is  constructing  a  new 
modern  plant  at  Cocato,  Minnesota,  replacing  the  old  frame 
structure. 

LAST  WEEK  we  told  of  Carle  Cooling’s  good  fortune  in  being 
made  Vice-President  of  National  Can  Company,  and  now  here’s 
the  official:  “Up  and  down  the  Atlantic  Coast  and  ’way  far  in¬ 
land  too — the  many  friends  of  S.  Carle  Cooling  will  gladly  learn 
of  his  recent  election  to  the  office  of  Assistant  Vice-President  of 
National  Can  Company,  Inc.  He  continues  in  this  executive 
capacity  an  association  dating  back  to  1920,  when  “National”— 
then  known  as  Metal  Package  Corporation — took  over  the  in¬ 
terests  of  the  John  Boyle  Company  at  Baltimore.  Even  at  that 
time,  Mr.  Cooling  had  long  asserted  his  rugged  individualism 
in  the  can  industry.  He  had  then  served  the  Boyle  Company 
for  six  years  and,  prior  to  that,  had  come  up  through  the  ranks 
in  factory  and  office  of  the  American  Can  Company  to  the  ' 
position  of  office  manager.  Mr.  Cooling  became  Manager  of 

*  (Continued  on  page  26) 
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CHISELLER^^ 


that  never  made 

AN  ENEMY! 


Sprague-SelU 
High  Pressure  Washer 


1 N  THE  Sprague-Sells  High  Pressure 
Tomato  Washer,  penetrating  needle-like 
jets  of  water,  under  terrific  pressure,  ac¬ 
tually  chisel  out  moldy  and  rotten  spots — 
yet  sound  fruit  is  not  bruised  or  torn. 


N 


These  jets  cut  away  every  particle  of  dirt, 
bacteria,  and  foreign  matter  from  the 
tomatoes,  which  are  constantly  turned  un¬ 
der  the  jets  by  a  roller  conveyor. 

This  machine  is  a  real  **Chiseller”  all  right 
but  it  is  forever  making  friends  and  profits 
throughout  the  industry. 

Fill  in  and  mail  the  coupon  for  complete 
details  of  the  Sprague-Sells  High  Pressure 
Washer. 

Modern  Canning  Equipment  for  All  Food  Products 

SPRAGUE-SELLS 

Division  of  Food  Machinery  Corp’n 

HOOPESTON  -  ILLINOIS 
MAIL  COUPON  TODAY! 


SPRAGUE-SELLS,  Hoopeston,  Ill. 

Please  send  me 
Q  Full  details  of  the  High  Pressure  Washer 
CH  Your  complete  General  Catalog  No.  200. 
Name—. 

Address 

City- . — . . . ^ _ State 


Save 

the  small  fancy  peas 

by  using 

HAMACHEK 

Ideal 

VINERS 

The  gentle  beating  of  vines  by  the  curved, 
forwardly  inclined  beaters,  one  of  the  many 
patented  features  of  Hamachek  Ideal  Viners, 
threshes  the  peas  more  thoroughly  out  of  the 
vines  with  a  minimum  of  breakage,  saving  not 
only  a  greater  percentage  of  peas,  but  a  far 
greater  percentage  of  the  smaller  sized  fancy 
peas.  Continuous  agitation  of  the  vines, 
another  patented  feature,  shakes  out  and 
saves  any  liberated  peas  falling  upon  them. 

The  result: — 

1—  MORE  PEAS  SAVED 

2—  MORE  fancy  PEAS  SAVED 

3—  A  MINIMUM  of  SPLITS 

means  much  additional  profit  to  users  of 
Hamachek  viners. 

FRANK  HAMACHEK 
MACHINE  CO. 

KEWAUNEE,  WISCONSIN 

Also  Manufacturers  of 

VINER  FEEDERS,  ENSILAGE  DISTRIBUTORS 
AND  CHAIN  ADJUSTERS 
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Advertising  A  PART  of  Selling 

By  “BETTER  PROFITS” 

Special  Correapondent  of  The  Canning  Trade 

^'Better  Profits",  an  expert  of  long  experience,  devotes  his 
articles  to  the  consideration  and  discussion  of  sales  questions 
in  am.  effort  to  assist  you  better  market  your  wodvLction.  Your 
opinions  are  welcome  and  questions  invited. — Editor^a  Note, 


This  column  has  often  tried  in  various  ways  to 
illustrate  the  value  of  advertising  in  magazines 
and  newspapers.  Reams  and  reams,  even  “tomes” 
have  been  written  by  others  all  along  the  same  lines. 
Once  in  a  while  a  brave  soul  among  small  canners 
takes  the  plunge  into  what  to  many  is  an  uncharted 
trail  along  fearsome  courses.  Occasionally  a  strong 
man  survives  the  ordeal,  conserves  his  bank  roll  and 
eventually  arrives  at  a  position  in  the  trade  where  he 
is  looked  to  as  a  miracle  man. 

Miracle  man,  indeed !  Stripped  of  all  technical 
phraseology  advertising  has  been  defined  in  many  dif¬ 
ferent  wajrs,  but  all  admit  it  is  a  part  of  selling,  not 
simply  an  aid.  Once  in  a  blue  moon  some  one  comes 
along  and  illustrates  so  wonderfully  well  the  simple¬ 
ness  of  good  advertising  that  we  all  wonder  why  no 
one  did  it  before. 

Among  leaders  in  all  movements  for  better  and  more 
profitable  selling  by  retail  food  distributors  The  Pro¬ 
gressive  Grocer,  a  Butterick  Publication,  deserves  a 
great  deal  of  credit.  Most  of  all  it  should  have  the 
sincere  thanks  of  all  canners  who  read  its  ad  in  the 
November  18th  publication  of  the  Food  Field  Reporter. 
The  advertisement  referred  to  is  profusely  illustrated 
with  thumbnail  cartoons  which  I  hope  all  who  read 
this  will  have  an  opportunity  of  reading.  Nevertheless, 
even  without  the  ability  to  reproduce  them  here,  I  want 
to  quote  largely  from-  this  ad  I  mention. 

It’s  appropriately  titled,  “Spinach,  a  short,  short 
story.”  Characters  in  the  story,  a  young  hopeful,  his 
adoring  and  anxious  mama,  two  rival  canners  and 
Grocer  Brown.  The  boy  and  his  mother  represent  your 
consumer  customers,  actual  and  potential,  the  canners 
are  you  and  your  nearest  neighboring  canner.  The 
grocer  stands  for  all  retail  food  distributors.  Action, 
camera,  let’s  on  with  the  story — and  it’s  a  lesson  for 
all  of  us.  I  quote: 

“Here’s  a  little  boy  who  did  not  like  spinach.  And 
here  is  his  mother  who  thought  he  should  eat  it.  Now 
here  is  Mr.  Simpkins  who  puts  up  a  very  fine  brand  of 
spinach.  He  packs  only  the  tenderest  leaves  and  he 
washes  the  sand  out  very  carefully.  And  here  we  have 
Mr.  Jones  who  also  packs  a  very  fine  brand  of  spinach. 
He  also  packs  only  the  tenderest  leaves  and  he  too, 
washes  the  sand  out  very  carefully.  Both  Mr.  Jones 
and  Mr.  Simpkins  advertise  their  spinach  to  a  lot  of 
ladies,  because  they  know  there  are  a  lot  of  little  boys 
who  ought  to  eat  more  spinach.  They  would  be  willing 
to  direct  extra  advertising  to  women  like,  well,  the 


one  in  this  story,  but  they  don’t  know  where  she  lives. 
Now  here  we  have  Grocer  Brown.  He  stocks  a  lot  of 
spinach  including  both  Mr.  Jones’  and  Mr.  Simpkins’ 
spinach.  He  knows  the  lady  whose  little  boy  did  not 
like  spinach.  In  fact,  he  knows  the  little  boy.  And  one 
day  the  lady,  whose  little  boy  didn’t  like  spinach,  said 
to  Mr.  Brown  ‘And  send  me  some  of  your  very  best 
spinach.”  And  Grocer  Brown  said,  ‘How  about  a  can 
of  Mr.  Simpkins’  spinach?  He  packs  only  the  very 
tenderest  sprouts  and  he  washes  the  sand  out  very 
carefully.’  ’ 

“And  the  lady  whose  little  boy  did  not  like  spinach 
said,  ‘That  will  be  fine.  I  have  been  reading  about  Mr. 
Simpkins’  spinach  in  the  ads.  I  do  hope  my  little  boy 
will  like  it.’  ”  And  Mr.  Grocer  Brown  said,  ‘Why  don’t 
you  serve  it  with  pineapple  ?  My  little  boy  eats  it  that 
way  and  think’s  it’s  a  new  kind  of  dessert.’  Then  the 
lady  whose  little  boy  didn’t  like  spinach  said,  ‘Very 
well,  you’d  better  send  me  a  can  of  pineapple,  too.’  So 
Grocer  Brown  sold  the  lady  a  can  of  Mr.  Simpkins’ 
spinach.  He  did  so  because  it  so  happened  he  knew  all 
about  Mr.  Simpkins’  spinach.  Mr.  Simpkins  had  taken 
the  trouble  to  impress  on  him  that  his  spinach  was 
made  of  only  the  tenderest  sprouts,  and  that  the  sand 
was  washed  out  very  carefully.  That  was  fine  for  Mr. 
Simpkins  but  wasn’t  it  a  shame  for  Mr.  Jones  (whose 
spinach  is  every  bit  as  good  as  Mr.  Simpkins)  that  he 
didn’t  tell  Grocer  Brown  all  about  it  too?” 

“The  little  boy  liked  Mr.  Simpkins’  spinach.  And 
the  lady  was  very  happy  and  spoke  well  of  not  only 
Mr.  Simpkins’  spinach  but  also  of  Mr.  Brown  there¬ 
after.  She  came  back  to  the  store  and  demanded  Mr. 
Simpkins’  spinach  again  and  again.” 

“And  other  ladies  whom  she  told  about  Mr.  Simpkins 
spinach  also  came  into  Mr.  Brown’s  store  and  demanded 
Mr.  Simpkins’  spinach  again  and  again.  And  Mr. 
Brown  finally  said  as  he  ordered  another  dozen  cases 
of  Mr.  Simpkins  spinach,  ‘I  don’t  think  we’ll  stock  any 
more  of  Mr.  Jones  spinach  because  Mr.  Simpkins’  spin¬ 
ach  seems  to  be  so  much  better.’  ”  And  the  advertise¬ 
ment  continues:  “And  if  you  pack  a  very  fine  spinach 
or  pineapple  or  peas,  or  breakfast  food,  it  might  be  a 
very  good  idea  to  tell  Grocer  Brown  how  good  it  is, 
because  if  you  can  only  sell  him  on  it  he  will  sell  an 
awful  lot  of  it.” 

There  you  have  it,  gentlemen,  a  sermon  in  selling ! 
Mr.  Simpkins  and  Mr.  Jones  each  pack  a  very  good 
grade  of  spinach  with  the  sand  carefully  washed  out 
from  the  tenderest  sprouts.  So  do  all  of  us,  yet  a  fel- 
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low  goes  out  and  spends  a  little  money  telling  a  lot  of 
grocers  about  how  good  his  spinach  is,  and  right  away 
a  lot  of  retail  distributors  make  up  their  minds  his 
spinach  is  “the  berries’  and  that  ours  (unadvertised) 
can’t  possibly  be  as  good.  They  pass  the  tale  on  to 
Mrs.  Housewife  and  she  tells  others  and  so  on,  ad 
infinitum!  Simple  after  all,  isn’t  it? 

And  don’t  forget  the  part  of  the  story  where  we 
read,  “The  lady  was  very  happy  and  spoke  well  of  Mr. 
Simpkins’  spinach.”  Possibly  you  may  advertise  to  the 
consumer  at  large  without  any  particular  appeal  to  the 
grocer  and  have  a  lot  of  ladies  extolling  the  virtues 
of  your  goods,  but  the  retail  grocer  is  the  last  point 
of  distribution  before  the  lady  opens  the  can  in  her 
kitchen,  just  before  she  heats  and  serves  it.  The  gro¬ 
cer  can  help  or  hinder  your  sales  a  lot.  That’s  why 
this  column  always  suggests  you  get  on  the  right  and 
best  side  of  your  retail  dealers.  That’s  why  we  urge 
you  to  support  in  every  way  you  possibly  can,  the 
efforts  of  any  worthwhile  co-operative  advertising 
group. 

And  if  you  have  followed  this  series  of  articles, 
week  after  week,  in  The  Canning  Trade  you  will  re¬ 
call  I  have  written  time  after  time  in  every  way  pos¬ 
sible  to  encourage  you  in  advertising  ways  and 
manners  for  serving  your  product.  In  the  tale  re¬ 
counted  here.  Grocer  Brown  was  not  stumped  when 
Mrs.  What’s  Her  Name  said,  “I  do  hope  my  little  boy 
will  like  the  spinach.”  Thanks  to  advertising  he  was 
right  there  with  a  snappy,  sales  and  profit  building 
suggestion,  “Why  don’t  you  serve  it  with  pineapple. 
My  little  boy  eats  it  that  way  and  thinks  it’s  a  new 
kind  of  dessert.”  Over  bridge  tables  from  Wyoming 
to  Vermont  this  afternoon  (the  day  after  Thanksgiv¬ 
ing)  housewives  first,  and  bridge  players  afterwards, 
have  been  recounting  the  folks  they  served  at  dinner 
and  the  menus,  or  else  have  been  intently  listening  to 
the  tales  of  new  and  better  dishes  prepared  from  the 
old  standbys  in  the  larder.  Be  sure  you  do  your  part 
toward  helping  users  of  your  canned  foods  to  get  the 
most  satisfactory  use  from  them. 

Don’t  be  afraid  of  the  old  bugbear,  “I’m  only  a  little 
fellow,  I  can’t  do  what  the  big  canners  can.”  Of  course 
you  can’t,  if  you  are  licked  before  you  start!  Counsel 
with  your  local  advertising  man  if  no  one  else  is  handy. 
Ask  your  leading  brokers  for  advice  as  to  how  you 
may  best  start  creating  consumer  demand  for  your 
product.  Determine  right  now  that  1936  at  the  latest 
will  see  you  doing  constructive  advertising,  with  a 
view  of  creating  greater  consumer  interest  in  your 
product.  And  have  in  mind  that  at  the  beginning,  and 
as  long  as  you  can  afford  it  thereafter,  you  will  adver¬ 
tise  first  to  the  retail  distributor.  This  department 
has  often  quoted  the  sales  founder  of  what  is  now  the 
great  corporation.  General  Foods.  Fred  Mason  said, 
“If  I  had  only  a  limited  advertising  appropriation  I’d 
spend  all  of  it  with  the  retail  grocers’  associations  and 
in  space  in  their  trade  papers.” 

If  your  problem  seems  harder  than  usual,  put  it  up 
to  this  department  without  obligation.  It’s  yours,  use 
it  freely  and  without  obligation!  We’ll  do  all  we  can 
to  help  you  and  we  have  helped  many  others. 


THE  CHEMICAL  DETERMINATION  OF  THE 
QUALITY  OF  CANNED  GREEN  PEAS^ 

By  Z.  I.  KERTESZ2 

Associated  in  Research  Chemistry  of  the  New  York 
State  Agricultural  Experimental  Station,  Geneva,  N.  Y. 

Technical  Bulletin  No.  233,  October,  1935 

[Note:  This  bulletin  is  so  technical  that  it  is 
of  little  use  to  the  average  canner,  but  valuable  to 
chemists.  Accordingly  only  the  following  is  repro¬ 
duced  here:] 

INTRODUCTION 

ECENTLY  the  methods  in  use  for  grading  canned 
food  have  been  discussed  at  length  in  the  contro¬ 
versy  over  labeling  for  grades.  It  has  been  said 
justly  that  the  present  method  of  grading,  based  mostly 
on  personal  opinion,  is  not  reproducible,  thus  regula¬ 
tions  based  on  it  cannot  be  well  enforced.  As  a  result 
of  this  discussion,  much  interest  has  been  shown  in 
possible  objective  methods  for  the  determination  of  the 
quality  of  canned  foods. 

ABSTRACT 

Continuing  investigations  on  the  chemical  relations 
of  the  quality  in  canned  peas,  an  effort  has  been  made 
to  develop  an  objective  method  by  which  the  quality 
of  canned  peas  could  be  determined  independently  of 
personal  opinion.  Earlier  attempts  to  use  the  propor¬ 
tion  of  single  chemical  constituents  or  their  rations  in 
the  peas  were  unsuccessful.  It  has  been  found,  how¬ 
ever,  that  the  percentage  of  solids  insoluble  in  alcohol 
shows  a  good  correlation  to  the  quality  of  the  peas. 

During  the  1934  pea  growing  season,  an  attempt  was 
made  to  evaluate  the  usefulness  of  the  determination 
of  the  alcohol-insoluble  solids  for  the  determination  of 
the  maturity  and  quality  of  canned  peas.  The  deter¬ 
mination  of  total  and  of  the  water-insoluble  solids, 
which  were  proposed  by  others  for  the  same  purpose, 
have  also  been  included  in  this  study.  Of  these  three 
constituents,  the  alcohol-insoluble  solids  content  of 
peas  appears  to  be  best  suited  to  the  evaluation  of  the 
maturity  and  quality  of  canned  peas.  It  also  shows  the 
highest  degree  of  correlation  to  the  results  of  gradings 
performed  by  the  present  method  of  grading. 

Two  grading  systems  are  proposed  in  which  use  is 
made  of  the  above  findings,  and  the  correlation  between 
the  chemical  grading  methods  and  the  standard  method 
is  shown  and  discussed. 

^  Also  presented  before  the  Division  of  Agricultural  and  Food 
Chemistry  at  the  New  York  meetings  of  the  American  Chemical 
Society,  April  25,  1935. 

*  The  author  is  indebted  to  the  American  Can  Company  for 
establishing  an  investigatorship  at  this  Station  to  render  tech¬ 
nical  assistance  in  this  work.  He  also  wishes  to  express  his 
gratitude  for  the  splendid  cooperation  of  the  Geneva  Preserving 
Company  of  Geneva,  N.  Y.,  the  Rushville  Preserving  Company 
of  Rushville,  N.  Y,,  and  the  Snider  Packing  Corporation  of 
Rochester,  N.  Y.,  who  supplied  most  of  the  material  used,  and 
to  Strasburger  and  Siegel  of  Baltimore,  Md.,  for  scoring  the 
canned  samples. 
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MAR -DEL -AH 


»  (Maryland)  (Delaware)  ( Wilt  Resistant 

Pure-line ) 


Planted  and  Canned  in  The 
Tri-States  in  1935  the  same 
day  as  Alaskais. 


VINE:  26  inches,  slender,  vigor¬ 
ous,  dark  green. 


PODS:  2%  inches,  straight,  blunt, 
full,  light  green,  borne  singly. 


SEED:  Wrinkled,  small.  Medium 
green. 


CANNING  QUALITY:  Equal  to 
best  Surprise  in  quality  and  color. 


MARDELAH,  EARLY  SWEET 


I^ow  Booking  for  Delivery 
From  the  1936  Crop 


SEASON: 

planting. 


55  days  to  canning  from 


WASHBURN-WILSON  SEED  CO. 


MOSCOW,  IDAHO 
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With  Canned  Foods  Distributors 

The  Distributors^  Viewpoint 
By  “OBSERVER” 


TAXING  THE  VOLUNTARIES? 

AS  envisaged  by  many  interests  among  wholesale 
and  retail  grocers  who  have  opposed  the  chain 
/  \  store  tax  drive  as  a  short-sighted  move  that 

would  later  react  upon  other  groups  in  the  trade,  the 
latest  proposed  chain  store  tax,  in  Ohio,  apparently 
brings  voluntary  groups  into  the  tax  picture  for  the 
first  time. 

As  outlined  by  Francis  L.  Whitmarsh,  chairman  of 
the  pure  food  and  legislative  committee  of  National- 
American  Wholesale  Grocers’  Association,  the  Ohio 
situation  shapes  up  as  follows: 

“It  is  proposed  by  this  bill  that  every  person  estab¬ 
lishing,  operating  or  maintaining  one  or  more  retail 
stores  within  the  State  of  Ohio  under  the  same  general 
management  or  ownership  shall  pay  annual  license 
fees  as  follows: 

“Upon  1  store,  the  fee  shall  be  $1  for  such  store. 

“Upon  2  stores  or  more,  but  not  to  exceed  5  stores, 
the  fee  shall  be  $10  for  each  such  store. 

“Upon  6  stores  or  more,  but  not  to  exceed  10  stores, 
the  fee  shall  be  $50  for  each  such  store. 

“Upon  11  stores  or  more,  but  not  to  exceed  15  stores, 
the  fee  shall  be  $100  for  each  such  store. 

“Upon  16  stores  or  more,  but  not  to  exceed  20  stores, 
the  fee  shall  be  $200  for  each  such  store. 

“Upon  21  stores  or  more  the  fee  shall  be  $300  for 
each  such  store. 

“From  and  after  January  1,  1936,  it  would  be  un¬ 
lawful  for  any  person  to  operate,  maintain  or  estab¬ 
lish  any  retail  store  in  the  State  without  first  having 
obtained  a  license  from  the  State  Tax  Commission. 

“The  term  ‘store’  is  defined  to  include  any  store  or 
any  mercantile  establishment  or  establishments 
‘whether  the  same  be  stationary  or  movable  by  means 
of  wheels  or  otherwise’  where  merchandise  is  sold  at 
retail. 

“This  bill  defines  the  term  ‘person’  so  as  to  include 
any  individual,  firm,  joint  adventure,  corporation,  syn¬ 
dicate,  or  any  other  group  or  combination  acting  as  a 
unit,  provided,  however,  that  the  term  ‘person’  is  not 
applied  to  voluntary  associations  or  individual  store 
owners  formed  for  the  purpose  of  cooperative  buying 
or  advertising  if  any  profits  therefrom  were  shared 
among  the  members  of  the  group.  This  language  and 
other  provisions  of  the  bill  would  seem  to  indicate  an 
attempt  to  tax  voluntary  groups  as  well  as  corporate 
chains. 

“We  suggest  that,  if  store  license  tax  legislation  is 
to  be  enacted  in  Ohio,  a  measure  along  the  lines  of  the 


Indiana  statute  which  has  been  upheld  by  the  Supreme 
Court  of  the  United  States,  be  used  as  a  basis  for  Ohio 
legislation. 

“We  recommend  that  you  express  your  views  con¬ 
cerning  this  bill  to  the  State  Legislators  from  your 
districts.” 

GROCERY  CONVENTION  PROGRAM 

AN  imposing  array  of  subjects  will  be  considered 
at  the  three-day  convention  of  National- Ameri- 
/  N  can  Wholesale  Grocers’  Association  at  the 
Congress  Hotel,  Chicago,  January  20,  21,  and  22,  ac¬ 
cording  to  a  preliminary  program  announcement  by 
the  association  this  week. 

An  abbreviated  list  of  the  subjects  that  will  be  dis¬ 
cussed  at  the  convention,  according  to  Secretary  M.  L. 
Toulme,  includes  the  following: 

Where  does  the  individual  food  merchant  stand 
today  and  what  can  he  do  to  improve  his  situation? 

National  Food  and  Grocery  Conference  Committee 
Activities. 

Effective  fair  trade  practice  legislation. 

Achieving  efficient  operating  costs. 

Handling  of  salesmen. 

Trends  in  retail  grocery  merchandising. 

Developments  under  1935  Unfair  Trade  Practices 
Act  of  California. 

Practical  legislation  to  minimize  loss-leader  selling. 

Compulsory  Government  grade  labeling. 

The  future  of  consumers’  co-operatives. 

Railroad  loss  and  damage  claims. 

Questions  presented  by  “New  Deal”  legislation,  in¬ 
cluding  AAA,  security  laws,  motor  truck  law,  pure 
food  and  drug  law,  thirty-hour  bill,  amendments  to 
Federal  Trade  Commission  Act,  Walsh  bill  on  Govern¬ 
ment  contracts,  etc. 

Price  discrimination  cases. 

The  convention  will  be  known  as  a  “wholesale  gro¬ 
cers’  roundup,”  with  non-members  of  the  association 
welcomed.  T.  B.  Terry,  president,  has  appointed  a 
hospitality  and  good-fellowship  committee  headed  by 
Winthrop  C.  Adams  of  Massachusetts,  Maurice  L. 
Horner  of  Illinois;  Clair  Macklem  of  Washington;  and 
William  H.  Tyler  of  Texas;  all  of  whom  will  serve  as 
co-chairmen.  This  committee  will  play  host  at  the 
association’s  “hospitality  headquarters,”  to  be  main¬ 
tained  at  the  Congress,  and  will  also  arrange  the  en¬ 
tertainment  for  the  annual  breakfast  which  will  open 
the  convention  on  Monday, ’January  20. 
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Wanted  and  For  Sale 

Thia  ia  a  page  that  moat  be  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
ia  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept 
your  opportunity  your  time  ia  loat,  together  with  money.  Rates  upon  application. 


FOR  SALE  — MACHINERY 

_ k 

FOR  SALE — Canning  Equipment  for  factory,  farm  h 
and  home.  Baker  Brothers,  Muscatine,  Iowa.  v 

- ^ ^ f 

FOR  SALE — Several  good  used  Labeling  Machines,  j 
Address  Box  A-2076  c/o  The  Canning  Trade.  ^ 

- - — - - -  -] 

FOR  SALE  —  Four  Peerless  Rotary  Exhausters,  _ 

Style  A,  for  number  one  to  number  three  cans,  one 
each  No.  4,  No.  5,  No.  6  and  No.  7  shown  in  Sprague-  - 
Sells  Catalog  No.  200,  page  82.  All  in  excellent  con-  ^ 
dition.  Monmouth  Canning  Co.,  Portland,  Me.  ] 

- -  1 

WE  ARE  manufacturers  of  canning  machinery  and  < 
also  specialize  in  buying  and  selling  used  and  rebuilt 
canning  machinery.  Write  us  in  reference  to  what  ^ 
you  desire  to  buy  or  sell.  Catalogs  for  the'  asking. 
Address  Box  A-2084  c/o  The  Canning  Trade. 

FOR  SALE — One  No.  75  Napier  Centrifugal  Cutter 
with  equipment  and  knives  for  cutting  pickle  relish; 
machine  complete  with  25  cycle  220  volt  three  phase 
A.  C.  five  horse  power  motor.  Cost  $2250.00 ;  machine 
used  but  little,  will  sacrifice.  Niagara  County  Pre¬ 
serving  Corp.,  Wilson,  N.  Y. 

FOR  SALE  — FACTORIES 

FOR  SALE — Canning  Plant  located  at  Nottingham 
in  a  very  fertile  and  productive  section  of  Chester 
County,  Pennsylvania.  Fitted  to  can  corn  and  toma¬ 
toes,  large  acreage  available.  Can  also  get  acreage  of 
peas  and  beans.  Buildings  and  machinery  in  A1  con¬ 
dition.  Reason  for  selling  poor  health.  W.  Scott 
Silver,  Nottingham,  Pa. 

FOR  SALE — Two  line  Canning  Factory  located  in 
Northern  Ohio.  Excellent  farming  community.  Lots 
of  new  equipment.  Complete  modern  facilities  for 
Tomatoes  and  Tomato  Pulp,  Sauer  Kraut  and  Pickles. 
Address  Box  A-2077  c/o  The  Canning  Trade. 

FOR  SALE  — MISCELLANEOUS 

FOR  SALE — Reliable  American  group  controlling 
valuable,  fifteen  years,  Mexican  fishing  franchise, 
would  like  to  sell  an  interest  to  American  packers 
wishing  to  have  a  branch  of  their  own  in  Mexican  terri¬ 
torial  waters.  Replies  will  be  held  strictly  confidential. 
Overseas  Trading  Co.,  16  Beaver  St.,  New  York  City. 

FOR  SALE — Tomato  Pulp.  Strictly  whole  tomato 
pulp  in  five  gallon  cans,  good  flavor  and  fine  color. 
W.  L.  Jones  Food  Co.,  Pemberville,  Ohio. 


FOR  SALE — Old  established  manufacturer  of  well 
known  brand  ketchup,  chili  sauce,  tomato  juice,  with 
highest  quality  reputation  and  excellent  distribution, 
wishes  to  retire.  Wonderful  opportunity,  particularly 
for  firm  wishing  to  add  these  lines  to  its  other  food 
products.  To  a  responsible  party,  reasonable  terms 
will  be  offered.  Address  Box  A-2080  c/o  The  Canning 
Trade. 

HELP  WANTED 

WANTED — Experienced  Processor  able  to  pack  fine  quality 
Spaghetti,  Italian  style;  Pork  and  Beans,  oven  baked;  and  Red 
Kidney  Beans.  Give  experience  and  salary  wanted  in  first 
letter,  which  will  be  held  confidential.  Address  Box  B-2066 
c/o  The  Canning  Trade. 

WANTED — Superintendent  for  plant  canning  vegetables, 
principally  corn  and  peas.  One  who  has  demonstrated  his  ability 
to  produce  fancy  quality.  Must  have  clear  record.  Only  those 
with  above  qualifications  need  apply.  Location  of  plant.  Central 
West.  Position  open  January  1st.  Applicant  should  give  age, 
experience  and  salary  wanted.  Address  Box  B-2069  c/o  The 
Canning  Trade. 


_ SITUATIONS  WANTED _ 

POSITION  WANTED — Chemist  with  four  years  experience 
in  the  canning  and  preserving  of  a  full  line  of  foods  desires  any 
position  with  future.  Address  Box  B-2064  c/o  The  Canning 
Trade. 

POSITION  WANTED — 25  years  of  success  as  canner  and 
broker.  Know  every  angle  of  the  business  from  seed  to  con¬ 
sumer.  Looking  for  a  live  connection  -  either  manufacture  or 
sale.  Address  Box  B-2067  c/o  The  Canning  Trade. 

POSITION  WANTED — By  Manager.  20  years  a  packer  of 
fruits,  vegetables  and  sea  food.  2  years  with  my  present  com¬ 
pany,  the  largest  in  the  South.  Would  like  to  change  location. 
Investigate  my  record,  it  will  interest  you.  Address  Box  B-2079 
c/o  The  Canning  Trade. 

POSITION  WANTED — As  Plant  Manager.  30  years  in  can¬ 
ning  business,  quality  packer  of  all  fruits  and  vegetables  and 
a  builder  of  several  new  plants.  References.  Address  Box 
B-2081  c/o  The  Canning  Trade. 

POSITION  WANTED — As  Factory  Manager  or  Superin¬ 
tendent.  Fully  experienced  in  packing  all  major  lines  of  fruits 
and  vegetables,  and  the  making  of  all  kinds  of  table  condiments, 
in  tin  or  glass.  Have  efficient  methods  to  secure  lowest  possible 
costs  of  production  from  A  to  Z.  Have  a  clear  record  and  can 
stand  investigation.  Looking  for  a  permanent  connection  with 
a  progressive  company.  Can  furnish  A-1  references.  Available 
at  once.  Address  Box  B-2083  c/o  The  Canning  Trade. 

POSITION  WANTED — Sixteen  years’  experience  in  Produc¬ 
tion  Management  and  control,  including  such  products  as  peas, 
carrots  and  peas,  tomatoes,  tomato  products  (Puree,  Paste, 
Juice,  Catsup),  stringless  beans,  pork  and  beans,  spinach,  fruits, 
berries  (canned  and  barreled),  mixed  vegetables,  soups  and 
spaghetti.  Age  38.  Health  excellent.  Available*  January  Ist,^ 
1936.  Address  Box  B-2082  c/o  The  Canning  Trade. 
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SEEDS  for  CANNERS 

U  you  need  Peas,  Beans,  Corn,  Beet,  Spinach,  Squash  or  other  seeds  for  Spring 
planting,  write  us  and  we  will  quote  you. 

TOMATO  SEED 

When  you  are  prepared  to  place  your  order  for  Tomato  Seed,  bear  in  mind  we  qrow  all  varie¬ 
ties,  the  resular  strains,  the  certified  strains  and  the  crown  picked  certified  strains  and  every  ounce 
is  grown  right  here  at  Bristol.  State  kinds  and  quantities  of  Tomato  wanted  that  we  may  quote. 

D.  LANDRETH  SEED  COMPANY,  BRISTOL,  pa. 

BUSINESS  ESTABLISHED  1784  151  YEARS  IN  BUSINESS 


The  Kyler  LABELER  and  BOXER 


For  economical,  high  quality  production,  KYLER  LABELING 
and  BOXING  MACHINES  are  without  equal.  Their  initial 
low  cost,  dependable  operation  and  freedom  from  repairs  make 
them  the  most  profitable  machines  of  this  type  ever  built. 
KYLER  LABELING  and  BOXING  MACHINES  embody 
time-tried  and  proved  principles  of  construction  throughout, 
with  working  parb  that  are  strong,  simple  and  accurate. 


_ Westminster  Machine  Works,  Westminster,  Md.,  u.  s.  a. 


naataatic  Distribntan — A.  K.  Robins  A  Company,  Inc.,  Baltimore.  Md. :  Chisholm-Ryder  Co.,  Niagara  Falla,  N.  Y. ;  J.  L.  Ferguson  Company,  Joliet, 
Illinois :  Berlin  Chapman  Company,  Berlin,  Wisconsin ;  Bellingham  Chain  &  Forge  Co.,  South  Bellingham,  Wash. ;  Emmons  A  Gallagher,  Oakland, 
California.  Canadian  Distribnter — The  Brown  Boggs  Foundry  A  Machine  Co.,  Ltd.,  Hamilton,  Canada.  Ateliers  de  Construction  E.  LMlnyse,  S.  A., 
Antwerp,  Belgium,  Manufacturers  for  Continental  Ihirope. 


PACK  QUALITY 


The  smaller  sizes  of  peas  and  lima  beans 
which  command  hisher  prices  are  turned 
out  true  to  resulting  in  a  quality 

pack  at  better  profits 

with  the  use  of 

HYDRO-GEARED  GRADER 

Other  important  features  are: 

■  LARGE  CAPACITY 

■  EASE  off  CLEANING 

■  LOW  UPKEEP 

Ask  for  ‘Particulars 


THE  SINCLAIR-SCOTT  CO. 

**The  Original  Grader  House** 
BALTIMORE  »  »  MARYLAND 


MODEIZN 

GAMSE 


9n/3eai/ff/a/ 

-/Colors 

iromptMireiy 


GAMSE  LITHOGRAPHING  ED. 


INC. 

Herman  Eamse .  Pres*. 
^•IS-^-ZI  E. Lombard  St. 
BALTIMOREsMD. 

Phones — Plaza  tS^S-rsP'G 
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THE  MARKETS 

IN  LEADING  CANNED  FOODS  CENTERS 

WEEKLY  REVIEW 


Good,  Seasonable  Buying — Steady  Drain  on  Supplies  Working 
Market  Into  Good  Condition — The  Ruling  Prices  on  Staples — 
A  Short  Dissertation  on  Oyster  Potpie  Made  From  Cove  Oysters. 

The  market — Just  before  Christmas,  and  pos¬ 
sibly  more  important,  just  before  the  January  1st 
inventory,  no  old  established  canner  or  trader  in 
canned  foods  expects  the  market  to  be  buoyant.  Nor 
is  it,  but  there  is  certainly  no  lack  of  confidence  on  the 
part  of  the  canners,  and  rightly  so  when  they  see  how 
steadily  the  stream  of  small  orders,  for  immediate  ship¬ 
ment  and  consequently  for  immediate  consumption, 
keeps  up.  This  steady  drain  upon  supplies  is  bringing 
the  holdings  into  comfortable  position,  and  in  the  turn 
of  the  year  will  see  better  business. 

C.  W.  Baker  &  Sons,  Aberdeen,  Md.,  for  instance, 
in  their  circular  letter  of  December  3rd,  said :  “Season¬ 
able  weather  has  increased  consumption  of  canned 
foods.  Tomatoes,  corn  and  peas  are  moving  out  in 
fair  sized  lots.  Stringless  beans  are  firmer.  Various 
grades  of  lima  beans  are  getting  pretty  well  cleaned 
up.”  The  same  firm  feeling  is  evidenced  in  all  parts 
of  the  country.  On  the  coast  they  report  that  while 
trading  is  not  active  it  is  to  be  noted  that  the  size  of 
shipments  is  increasing. 

As  noted  last  week  the  forced  sales  are  pretty  well 
over,  and  while  of  course  there  are  always  those  who 
are  anxious  to  sell,  they  are  not  pressed,  and  seeing 
the  possibility  of  somewhat  better  prices  after  the  turn 
of  the  year  are  content  to  wait.  The  difference  of  21/^ 
cents  per  dozen  or  5  cents  per  case  is  worth  while. 

Steadily  the  drain  on  fancy  goods  goes  on,  and  more 
and  more  canners  are  coming  to  realize  that  when 
packs  are  large  the  fortunate  canner  is  he  who  watched 
quality  during  the  pack  and  now  has  goods  a  little 
better  than  the  average.  Now  is  the  time  for  the 
canner  who,  during  the  season,  could  see  only  gross 
production  to  keep  down  cost,  to  make  careful  note 
and  use  the  wisdom  he  is  now  acquiring  in  next  sea¬ 
son’s  operations.  Gross  production  at  the  cost  of 
quality  is  efficiency  in  reverse,  in  other  words,  crass 
nonsense.  It  insures  a  loss,  not  a  saving.  Indications 
seem  to  point  to  the  need  of  remembering  this  during 
next  season’s  canning  operations.  We  expect  to  see 
this  year’s  big  packs  move  out  of  the  way  in  quite  good 
style,  because  there  were  no  carry-overs  into  the  ’35 
season’s  packs.  But  there  may  be  rather  heavy  carry¬ 
overs  into  the  ’36  packs,  as  it  now  looks,  and  if  there 
are,  and  if  those  packs  come  up  to  what  they  promise 
this  early  in  the  game,  the  man  who  packs  standards  or 


poor  quality  will  suffer  badly.  That’s  the  lesson  we 
are  pointing — for  next  year’s  operations,  not  this 
year’s  packs. 

Canned  tomatoes  are  holding  their  own  well,  with 
I’s  quoted  at  42V^  cents;  2’s  at  65  cents  to  671/2  cents; 
21/^’s,  90  cents ;  3’s,  971/2  to  $1.00,  and  lO’s,  $^90. 

Tomato  juice  is  quoted  at  421/2  cents  for  I’s;  No. 
300’s  at  55  cents ;  lO’s,  $3.00. 

Standard  crushed  corn  is  quoted  at  70  cents;  extra 
standards  at  75  cents  up  to  80  cents;  standard  lO’s 
$4.00,  and  extra  standards  at  $4.25.  Shoepeg  stan¬ 
dards  are  held  at  821/2  to  85  cents;  extra  standards, 
871/2  cents  to  90  cents ;  fancy  at  $1.00  and  lO’s  at  $7.50. 
Whole  fancy  Golden  Bantam  is  held  here  at  $1.10  for 
2’s,  and  $6.25  for  lO’s. 

Fresh  white  lima  beans  are  70  cents;  mixed  green 
and  white,  85  cents;  medium  green,  $1.15,  and  small 
at  $1.20. 

Standard  4  sieve  peas  are  quoted  at  671/^  cents  to 
70  cents ;  3  sieve  at  75  cents ;  2  sieve  at  90  cents ;  No.  2 
ungraded  at  70  cents;  lO’s  4  sieve  at  $3.90,  3  sieve  at 
$4.00. 

No.  10  solid  packed  sliced  apples  are  held  at  $3.50. 

No.  2  cut  beets  are  quoted  at  65  cents;  2i/^’s  at  80 
cents,  and  lO’s  at  $3.25.  Whole  beets  are  quoted  2’s 
at  75  cents;  21/2’s,  85  cents;  lO’s,  $3.50. 

Sauerkraut  in  view  of  the  light  pack  and  promised 
scarcity  seems  to  be  quoted  very  low.  21/2’s  at  65 
cents ;  lO’s  at  $2.25. 

Canned  spinach  is  having  a  little  flurry,  the  winter 
packed  on  the  coast  being  cut  in  prices,  but  the  spring 
packs  held  very  firmly.  Here  2’s  are  quoted  at  70 
cents;  2V2’s,  95  cents;  lO’s,  $3.00. 

Stringless  beans  are  doing  a  little  better,  with  cuts 
quoted  at  671/2  cents  to  70  cents;  No.  2  whole  green  at 
80  cents;  lO’s  cut  at  $3.25,  and  whole  at  $4.00.  Cut 
wax  beans  are  70  cents. 

Turnip  greens  are  quoted  on  the  Baltimore  market, 
2’s,  75  cents;  21/2’s,  $1.05,  and  lO’s,  $3.75. 

Fruits  and  fish,  as  you  will  see  in  other  market  re¬ 
ports,  are  holding  their  own  very  well.  Even  the 
flurry  in  California  peaches  is  passing  and  better  prices 
are  coming. 

We  have  had  a  touch  of  real  winter  this  week  and 
that  will  bring  into  better  position  the  oyster  business, 
both  raw  and  cove.  So  far  but  little  if  anything  has 
been  done  in  cove  oyster  canning,  but  with  the  oysters 
getting  fatter  due  to  the  cold,  operations  will  begin. 
Some  day,  some  aggressive  merchandiser  will  have  a 
good  oyster  canner  pack  really  good  cove  oysters  for 
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him,  push  them  as  a  feature,  and  make  good  money 
for  all  hands.  A  can  of  good  cove  oysters,  well  filled 
with  good  sized  oysters,  we  maintain,  can  be  made  a 
good  seller.  But  the  consumers  will  demand  oysters 
and  not  “oyster  juice.”  For  our  western  friends  who 
like  oysters,  let  them  get  a  couple  of  cans  of  good 
cove  oysters,  and  then  have  the  cook  prepare  an  oyster 
potpie,  using  not  only  the  oyster  meat,  but  the  juice 
as  well,  and  we  think  they  will  like  it,  and  it  will  be 
found  very  economical.  It  will  beat  any  oyster  pie 
made  out  of  fresh  oysters. 

NEW  YORK  MARKET 

Peaches  Firmer — Tomatoes  Holding  Well — Fancy  Peas  and 
Corn  Moving  —  Grapefruit  Prices  Strong  —  Spinach  Fairly 
Steady — Canners’  Brands  Being  Better  Received. 

By  “New  York  Stater” 

Special  Correspondent  of  “The  Canning  Trade’* 

New  York,  December  6,  1935. 

The  situation — volume  of  new  business  in  the 
canned  foods  market  continued  of  light  proportions 
during  the  past  week.  Aside  from  a  firming-up 
tendency  in  California  peaches,  the  market  was  with¬ 
out  material  price  change.  Some  bearish  price  reports 
were  circulating  the  market  on  a  few  items,  but  it 
was  reliably  reported  that  the  goods  involved  were 
generally  below  standard. 

THE  OUTLOOK — Distributors  are  following  the 
market  in  first  hands  rather  closely,  indicating  the 
probability  of  further  buying  before  the  year-end,  to 
fill  in  immediate  requirements.  Jobbers  are  also  on 
the  alert  for  the  appearance  of  the  usual  “year-end 
specials”  from  canners  anxious  to  dispose  of  small 
surpluses  to  clear  the  decks  for  the  new  year  and  close 
their  books  on  1935  packs.  Thus  far,  there  have  been 
few  indications  of  any  such  offerings,  and  apparently 
canners  are  convinced  that  canned  foods  are  good 
property  at  today’s  prices. 

CONVENTION  OUTLOOK— Judging  from  the  talk 
heard  along  Hudson  Street,  there  will  be  a  general 
exodus  to  Chicago  for  the  big  food  industry  conven¬ 
tions  next  month.  The  New  York  Central  will  run  a 
“Food  Industries  Special,”  the  Pennsylvania  Railroad 
will  also  have  a  convention  special,  and  a  number  of 
trade  members  are  making  plans  to  fly  out  to  the 
Windy  City  for  the  big  meetings. 

TOMATOES — Just  as  one  swallow  doesn’t  mean  the 
spring,  so  one  off-priced  offering  doesn’t  “make”  the 
market,  as  buyers  who  “laid  off”  in  the  hope  of  a  gen¬ 
eral  weakening  in  cannery  prices  have  learned. 
Canners  during  the  past  week  have  continued  to  hold 
Southern  tomatoes  at  40  cents  for  Is,  621/4  cents  for 
2s,  871/4  cents  for  2l^s,  95  cents  for  3s,  and  $2.75  for 
10s,  all  inside  prices,  f.  o.  b.  cannery,  and  in  most  in¬ 
stances  under  the  levels  at  which  most  packers  are 
willing  to  book.  California  tomatoes  held  firm,  with 
buyers  looking  for  some  buying  by  the  United  Kingdom 
trade,  to  replace  supplies  normally  drawn  from  the 


Italian  market  and  now  shut  off  because  of  the  applica¬ 
tion  of  League  sanctions.  Midwestern  tomato  markets 
were  reported  quiet  and  unchanged  for  the  week. 

PEACHES — Cling  peaches  apparently  scraped  bot¬ 
tom  on  the  recent  downward  move,  and  the  market  is 
now  showing  signs  of  a  recovery.  A  number  of  previ¬ 
ous  sellers  of  standard  clings  at  $1.25,  coast,  are  now 
reported  holding  at  $1.27V2»  and  choice  are  apparently 
a  little  stronger  at  $1.35.  Canners  are  also  showing  a 
disposition  to  withdraw  the  special  5  per  cent  discount 
from  list  which  some  packers  had  been  offering.  No. 
10  peaches,  which  did  not  share  in  the  weakness  which 
recently  affected  the  market  for  the  table  sizes,  are 
holding  firm  at  full  list,  with  a  good  demand  reported. 

PEAS — Stocks  of  fancy  peas  held  by  first  hands  are 
extremely  light,  and  the  market  is  well  held,  with  but 
hand-to-mouth  buying  reported.  Distributors  have 
turned  rather  bearish  in  their  price  views  on  extra 
standards,  holding  the  belief  that  the  spread  between 
standards  and  extra  standards  was  out  of  line.  Ap¬ 
parently,  this  belief  was  well  founded,  and  the  market 
is  showing  some  signs  of  softening. 

CORN — Fancy  is  moving  fairly  well,  with  $1.10  still 
the  inside  price  on  No.  2s,  f.  o.  b.  canneries.  Standard 
corn,  however,  is  still  rather  sluggish,  and  the  market 
remains  held  at  70  cents,  cannery,  on  most  brands,  with 
distributors  buying  only  as  stocks  are  needed. 

GRAPEFRUIT — New  pack  fancy  Florida  grape¬ 
fruit  is  showing  continued  strength,  with  canners  in 
most  instances  offering  only  for  December  shipment. 
California  Packing  Corporation  is  out  this  week  with 
a  price  of  $1.20  per  dozen  on  its  Del  Monte  No.  2  size, 
this  price  being  higher  than  that  named  by  some  other 
packers.  Distributors  have  bought  new  pack  grape¬ 
fruit  and  juice  in  fair  volume  for  immediate  shipment, 
and  are  now  inclined  to  hold  off  the  market  to  test  out 
the  present  indicated  firmness  in  prices. 

SALMON — Reports  of  resale  trading  in  fancy  Red 
Alaska  salmon  here  at  a  price  equivalent  to  $2.25,  coast, 
in  the  face  of  a  $2.35  market  there,  has  given  buyers 
pause  for  thought,  and  buying  interest  has  slackened 
in  consequence.  While  it  is  conceded  that  the  statis¬ 
tical  position  of  the  red  salmon  market  is  exceedingly 
strong,  distributors  have  hitherto  voiced  some  doubt 
that  much  red  salmon  could  be  moved  at  prevailing 
high  prices.  Distributors  who  covered  earlier  in  the 
season  at  the  lower  prices  prevailing  then  are  now 
showing  a  willingness  to  take  a  profit  on  resales,  which 
indicates  that  expectations  of  further  price  advances 
on  the  coast  have  been  pretty  well  discounted. 

SPINACH — A  fairly  steady  market  for  spinach  has 
continued,  based  on  firmness  in  the  position  of  the 
coast  market  and  the  relatively  stability  of  price  in 
the  South.  Canners  offer  prompt  shipment  Southern 
pack  at  95  cents  for  2i/2S  and  $3.00  for  10s,  with  Cali¬ 
fornia  canners  quoting  2V4s  on  the  same  basis,  but  10s 
25  cents  higher.  Demand  is  reported  as  fair. 

PACKERS’  BRANDS — A  number  of  the  principal 
distributors  in  the  New  York  market  are  beginning  to 
show  increasing  willingness  to  market  top  quality 
canned  foods  under  canners’  labels,  instead  of  having 
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these  packs  put  up  exclusively  under  their  own  private 
brands.  The  latest  well-known  canners’  brand  at 
attain  wider  distribution  in  this  area  is  that  of  Stokeley 
Bros.  &  Co.,  with  headquarters  in  Indianapolis.  That 
company’s  line  of  fancy  quality  canned  vegetables  is 
now  being  marketed  by  the  Daniel  Reeves  chain  here. 

CHICAGO  MARKET 

Seasonable  Weather  Stimulating  Sales — Intensive  Competition 
a  Disturbing  Feature — Fruit  and  Vegetable  Market  Firm,  with 
Demand  for  Small  Lots — Bureau  of  Agricultural  Economics 
Report  Has  Attention  of  Canning  Industry — 

Brokerage  Comment. 

By  “Illinois” 

Special  Correapondent  of  "The  Canning  Trade" 

Chicago,  Ill.,  December  6,  1935. 

The  weather — Chicago  is  having  her  first  touch 
of  real  winter.  The  temperature  the  past  several 
days  has  hovered  around  15  to  20  above  and  a  mild 
snow-storm  has  prevailed.  This  will  be  welcomed  by 
many  in  the  distributive  fields.  Winter  weather  makes 
people  stay  at  home  more  and  patronize  their  local 
GENERAL  CONDITIONS — Our  local  grocers  and 
chains  report  a  very  gratifying  Thanksgiving  volume 
and  now  are  formulating  sales  programs  for  an  aggres¬ 
sive  Christmas  trade  drive. 

One  disturbing  feature  of  the  general  situation  is  the 
intensive  competition  that  is  effecting  the  sales  of  all 
foods.  Everyone  seems  bent  upon  seeing  how  cheap 
they  can  sell  this,  that  and  the  other  item.  What  is 
needed  more  than  ever  in  the  past  is  quality  merchan¬ 
dise,  quality  advertising  and  quality  salesmanship. 

TOMATOES  —  Trading  is  simply  marking  time. 
Canners  in  the  surrounding  States  are  not  pressing 
their  goods  on  the  market  and  if  they  did,  they  would 
find  a  most  unwilling  reception.  Here  and  there,  some 
canner,  usually  a  small  one,  who  is  forced  to  sell,  names 
a  very  low  price,  but  the  general  asking  market  is: 
No.  2  tin  standard  Indiana  tomatoes,  70  cents  dozen, 
factory;  No.  21/^  tin  standard  Indiana  tomatoes,  95 
cents  dozen,  factory;  No.  10  tin  standard  Indiana  to¬ 
matoes,  $4.25  dozen,  factory. 

TOMATO  PUREE — Considerable  steam  was  on  this 
market  a  month  or  so  ago,  but  it  has  died  down  with 
the  result  that  a  few  lots  of  proper  and  legal  mold 
count  and  specific  gravity  are  available  at  $3.50,  f.  o.  b. 
Middlewestern  factory  points.  No.  1  tin  tomato  puree, 
however,  is  very  scarce  and  is  held  generally  at  50 
cents. 

CORN — No  one  seems  interested  in  this  item,  yet  in 
the  face  of  this  lack  of  demand,  the  market  is  held  firm. 
The  majority  of  canners  are  holding  at  70  cents  with 
here  and  there  a  weak  seller  at  671/4  cents, 

PEAS — A  few  sales  have  been  made  at  70  cents, 
f.  o.  b.  factory,  for  No.  2  tin  standard  No.  4  sieve 
Alaskas.  Canners  willing  to  take  that  price  will  find 
ready  outlet.  That  is  about  the  extent  of  the  pea  situ¬ 
ation  today  as  the  balance  of  the  line  is  very  quiet. 
There  is  little  or  no  call  for  extra  standard  or  fancies. 


PUMPKIN — Even  with  the  lightest  pack  on  record 
in  many  a  long  year,  the  wonder  is  why  the  market 
has  not  recorded  substantial  advances.  A  month  ago, 
it  looked  as  if  No.  21/2  tin  pumpkin  would  be  worth 
easily  $1.00  or  more  by  this  time,  but  there  are  still 
a  few  small  lots  available  at  85  ecnts  to  90  cents, 
factory  points.  No.  10  tins  are  scarce,  but  are  quoted 
all  the  way  from  $3.25  to  $3.75. 

SAUER  KRAUT — Continues  its  upward  climb  with 
No.  21/^  tin  fancy  now  quoted  at  70  cents.  The  mar¬ 
ket,  however,  is  not  being  supported  at  that  level  as 
most  distributors  have  covered  their  immediate  wants 
at  lower  prices. 

RSP  CHERRIES  —  The  combination  of  the  six 
Michigan  canners  has  certainly  not  helped  to  stabilize 
the  market.  Other  Michigan  canners  apparently  are 
taking  advantage  of  the  situation  with  the  result  that 
sales  have  been  made  here  on  the  basis  of  $4.25, 
delivered  Chicago. 

CALIFORNIA  FRUITS — A  little  more  interest  has 
been  noted  in  peaches  and  apricots.  While  no  heavy 
buying  has  resulted,  brokers  report  a  wider  and 
broader  inquiry  and  particularly  for  shipment  immedi¬ 
ately  after  the  first  of  the  year.  After  the  past  two  or 
three  months  of  dullness,  one  can  correctly  report  that 
there  is  a  healthier  feeling  in  California  fruits. 

PACIFIC  NORTHWEST— Pears  are  holding  their 
own  in  good  shape.  Already  some  of  the  smaller  items 
like  8  ounce  and  No.  1  tins  have  been  cleaned  up  and 
are  difficult  to  secure.  One  of  the  outstanding  features 
is  No.  21/2  choice  and  fancy  Oregon  prunes.  These 
have  proved  big  sellers  this  fall.  The  prices  have 
enabled  the  item  to  go  to  the  consumer  at  an  attractive 
figure. 

APPLESAUCE — Several  distributors  have  severely 
criticized  the  Pennsylvania  canner  who  sold  one  of  the 
large  chains  that  which  is  reputed  to  be  50,000  cases 
No.  2  tin  fancy  applesauce.  The  chain  in  question  sold 
the  item  in  their  New  York  City  stores  at  5  cents  per 
can  and  in  Chicago  four  cans  at  25  cents.  The  canner 
in  question  is  sure  going  to  have  difficulty  in  squaring 
himself  with  his  regular  independent  distributors. 
While  on  this  subject  of  applesauce,  it  is  reported  that 
the  total  pack  in  New  York  State  this  season  will  be 
considerably  less  than  in  1934.  Confidence  is  being 
recorded  on  the  future  course  of  this  market. 

ANENT  THE  BUREAU  OF  AGRICULTURAL 
ECONOMICS  report  again — Some  of  the  Brain  Trust 
of  the  Canning  Industry  point  out  that  while  the  gen¬ 
eral  attitude  of  the  Bureau’s  recent  report  was  funda¬ 
mentally  sound,  that  it  was  inaccurate  in  regard  to  the 
volume  of  distribution  that  has  been  going  on  the  past 
several  months.  There  might  be  something  to  that, 
but  the  thought  in  Chicago  is  that  if  the  canners  gen¬ 
erally,  particularly  those  of  the  major  vegetable  items, 
do  not  reduce  their  acreage  for  1936,  then  the  markets 
are  sure  going  to  be  in  trouble  next  summer  and  fall. 
The  thought  is  further  advanced  that  canners  have  had 
a  wonderful  “break”  these  past  several  months.  Sup¬ 
plies  of  so-called  fresh  vegetables  have  been  scarce; 
high  prices  of  competing  foods  have  likewise  been  high 
and  added  to  that  is  the  general  upswing  in  business 
as  a  whole.  If  it  hadn’t  been  for  that,  what  would 
standard  corn  be  selling  at  today  with  a  21-million  case 
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pack?  What  would  tomatoes  be  doing  with  a  pack  20 
per  cent  greater  than  last  year  and  peas  with  its  24- 
million  case  production  ?  Look  out  for  1936,  should  be 
the  watchword  from  now  on. 

COMPETITION  FOR  BROKERAGE— The  article 
so  headed  in  your  issue  of  November  29th  was  one 
that  might  be  misleading  to  many.  It  should  be  kept 
in  mind  that  Mr.  Asa  Strause  (the  author  of  the 
article)  is  connected  with  one  of  the  “chiseling  outfits” 
and  therefore  apparently  has  an  ax  to  grind.  He  said, 
among  other  things,  “That  brokerage  is  a  commission 
or  wage  for  sales  service  rendered.”  No  one  will  dis¬ 
agree  with  that  thought.  However,  he  did  not  say 
how  a  chiseling  outfit  could  render  a  sales  service. 
He  overlooked  entirely  these  fundamentals: 

(a)  A  buyer  serves  only  himself  when  he  buys  that 
which  he  needs  or  has  to  have  in  the  proper 
conduct  of  his  business. 

(b)  The  interest  of  any  seller  and  any  buyer  in  any 
transaction  are  directly  in  opposition.  How 
then  can  a  buyer  render  a  seller,  a  sales  service. 

(c)  The  buyer’s  duty  is  to  obtain  the  best  proposi¬ 
tion  he  can  and  in  so  doing,  he  is  buying  to  the 
advantage  of  the  buyers.  Certainly  in  the 
wildest  stretch  of  the  imagination  he  cannot 
render  a  sales  service. 

There  are  many  other  ideas  that  Asa  advanced  that 
could  be  riddled  to  pieces,  but  any  thinking  canner  can 
do  that  himself  if  he  just  stops,  looks,  thinks,  and  re¬ 
members  that — A  HUNDRED  BUYERS  ARE  BET¬ 
TER  THAN  ONE  BUYER. 

GULF  STATES  MARKET 

Shrimp  Canning  Irregular,  Due  to  Scarcity  of  Raw  Material — 
Comments  on  Food  Value  of  Shrimp — Cold  Weather  Boosting 
Oyster  industry,  Canning  to  Begin  in  Two  Weeks. 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade” 

Mobile,  Ala.,  December  6,  1935. 

SHRIMP — The  shrimp  pack  in  this  section  is  moving 
along  in  an  up  and  down  manner.  Some  days  it’s 
good,  some  days  bad  and  others  indifferent,  yet 
last  week  it  moved  fairly  well  and  the  factories  were 
able  to  operate  three  or  four  days. 

The  shrimp  available  this  past  week  were  for  the 
most  part  small  and  medium,  which  means  that  the 
large  shrimp  have  either  migrated  to  other  localities 
or  they  have  gone  into  the  Gulf.  At  any  rate,  very 
few  large  shrimp  are  to  be  found  in  the  bay. 

Ordinarily,  the  canneries  would  go  very  slow  in 
accepting  this  smaller  size  shrimp  from  the  fishermen, 
but  as  they  are  taking  them  in  good  quantities,  it  in¬ 
dicates  that  canners  are  short  on  shrimp  and  are 
anxious  to  get  all  suitable  size  shrimp  available  in  the 
cans  before  the  Fall  season  closes. 

The  Fall  season  is  always  the  big  season  for  canning 
shrimp,  therefore,  if  it  is  a  flop,  there  is  very  little 
chance  of  catching  up,  because  the  Spring  shrimp 


season  can  not  be  depended  on  and  some  of  the  canners 
don’t  even  attempt  to  can  shrimp  in  the  Spring,  due  to 
the  fact  that  it  is  more  times  a  failure  than  a  success 
and  they  don’t  want  to  take  a  chance  on  losing  money. 

Under  the  circumstances,  canners  have  to  make 
provisions  now,  not  only  for  the  immediate  require¬ 
ments  of  the  trade,  but  also  for  the  big  demand  for  sea 
foods  which  takes  place  in  Lent. 

Lent  will  start  a  little  earlier  in  1936  than  it  did  in 
1935  and  Ash  Wednesday,  which  is  the  beginning  of 
Lent  will  fall  on  February  26  in  1936.  In  1935  it  fell 
on  March  6. 

Lent  is  a  religious  period  of  fast  and  abstinance  from 
flesh  meat  observed  by  the  Catholics  all  over  the  world 
and  also  to  some  extent  by  the  Episcopals.  It  lasts 
for  forty  days  and  as  it  never  fails  to  boost  the  sales 
of  sea  foods,  it  will  be  seen  that  the  Catholic  priest  is 
a  mighty  good  friend  to  the  industry  and  it  behooves 
every  one  directly  or  indirectly  connected  with  the  sea 
food  business  to  be  friendly  with  the  priest  and 
reciprocate  with  contributions  when  called  upon  for 
financial  assistance. 

I’ve  just  read  a  very  appetizing  anecdote  of  a  sea 
food  dinner,  written  by  “Illinois”  and  appearing  in 
the  Chicago  Market  Report  of  The  Canning  Trade  of 
December  2. 

From  the  description  of  the  sea  food  meal,  the 
hostess  certainly  knew  her  stuff  when  it  comes  to  pre¬ 
paring  and  serving  canned  shrimp. 

We  need  more  of  these  good  housewives  to  demon¬ 
strate  to  the  others  the  fresh,  wholesome  and  delicious 
eats  contained  in  cans  of  reputable  packers.  At  the 
same  time,  this  anecdote  should  also  impress  the 
canners  of  the  great  importance  of  packing  only  first 
class  fresh  raw  material.  When  the  gamble  is  taken 
out  of  canned  foods  and  the  housewife  can  depend 
on  getting  nothing  but  high  quality  standard  foods  out 
of  the  cans,  then  the  consumption  of  canned  foods  will 
reach  its  peak. 

“Illinois”  described  the  shrimp  menu  so  vividly  that 
it  makes  one’s  mouth  water  for  this  delicious  repast  to 
read  it.  Good  work,  “Illinois,”  and  congratulations. 

The  price  of  certified  canned  shrimp  is  $1.10  per 
dozen  for  No.  1  small;  $1.15  per  dozen  for  No.  1 
medium,  and  $1.20  for  No.  1  large,  f.  o.  b.  factory. 

OYSTERS — The  weather  is  plenty  cold  for  the  sale 
of  oysters,  as  the  thermometer  has  been  dipping  down 
to  minimum  temperatures  of  32,  34  and  36  degrees 
regularly,  but  “it’s  always  calm  after  a  storm,”  and 
the  big  rush  for  oysters  for  Thanksgiving  has  greatly 
slackened  the  demand  for  the  bivalves  this  week. 

Nevertheless,  if  the  weather  stays  cold  folks  will 
start  to  eating  oysters  again  next  week  and  the  demand 
will  gradually  increase  until  it  reaches  the  peak  on 
Christmas  week. 

We  had  a  mild  Fall  up  to  November,  but  since  then 
we  have  had  the  weather  man’s  official  thermometer 
registering  record-breaking  low  thermometer  readings 
for  this  city  on  two  or  three  occasions,  which  may  mean 
that  we  are  in  for  cold  weather  for  the  Christmas 
holidays. 

This  would  be  all  right,  provided  it  is  not  too  severe 
and  would  spare  us  that  miserable  sloppy  rainy  period. 
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Canners  are  now  turning  their  attention  to  the 
oyster  pack,  which  should  start  in  a  few  weeks  and 
those  packers  that  intend  to  can  oysters  are  now  over¬ 
hauling  their  oyster  canning  equipment  and  next  week 
they  will  start  overhauling  their  dredges  and  dredge 
boats. 

Some  of  the  canners  report  that  they  are  pretty  well 
sold  out  on  cove  oysters  and  are  waiting  for  the  oysters 
to  get  more  plump  before  canning  them,  which  should 
not  be  long,  because  this  cold  spell  has  helped  the 
oysters  a  great  deal  and  if  they  keep  on  improving, 
they  should  be  ready  to  can  by  the  last  of  this  month. 

Oysters  must  be  fat  and  plump  for  canning,  there¬ 
fore,  they  are  canned  when  they  are  at  their  best. 

The  price  of  canned  oysters  is  $1.05  per  dozen  for 
five  ounce,  and  $2.10  per  dozen  for  ten  ounce,  f.  o.  b. 
factory. 

CALIFORNIA  MARKET 

Trading  Slow  But  Shipments  Are  Larger — Prices  Firmer — Fall- 
packed  Spinach  Cut  —  Steady  Demand  for  Asparagus  — 
Tomatoes  Quiet  But  Firm — Action  Forming  Against  Salvaged 
Goods — Consumers  Demanding  Goods  With  Packer’s  Name. 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade"  - 

San  Francisco,  December  6,  1935. 

HE  MARKET — While  trading  has  been  rather 
slow  of  late,  shipments  have  been  getting  larger 
and  are  expected  to  be  heavy  during  the  next  few 
weeks.  A  considerable  quantity  of  canned  foods  pur¬ 
chased  earlier  in  the  season  for  shipment  prior  to 
December  31  remains  in  canners’  warehouses  and 
arrangements  are  being  made  to  get  this  on  its  way. 
The  business  now  being  done  is  largely  on  lines  that 
are  in  short  supply  and  on  which  higher  prices  are 
expected  after  the  first  of  the  year.  In  spite  of  the 
lull  in  business,  prices  are  being  well  maintained  and 
are  generally  firmer  than  in  recent  weeks.  Resales 
between  jobbers  are  reported  as  quite  a  feature  at 
prominent  distributing  points,  the  trade  finding  they 
can  pick  up  a  lot  of  lines  from  their  fellow  jobbers 
cheaper  than  from  canners.  Most  of  the  bids  for 
fruits  are  at  prices  prevailing  last  summer  and  these 
are  being  turned  down  almost  without  an  Exception. 
Foreign  buyers  are  coming  into  the  market  again  and 
some  business  is  being  booked,  with  more  in  sight. 

SPINACH — Some  fall  pack  spinach  is  being  offered 
on  the  basis  of  90  cents  for  No.  2i/2>  but  holders  of 
fancy  spring  pack  are  not  lowering  prices  to  meet  this 
competition.  In  commenting  on  the  subject  of  quality 
in  spinach,  however,  a  prominent  packer  remarks  that 
the  consumer  does  not  seem  to  insist  on  the  quality 
product  as  in  the  Case  of  fruits.  What  they  seem  to 
look  for,  he  says,  is  just  a  large  amount  of  canned 
vegetables  at  a  low  price.  Of  course,  this  is  somewhat 
exaggerated,  as  brands  of  an  established  reputation 
have  the  inside  track  in  sales,  but  it  is  quite  evident 
that  price  is  quite  a  consideration.  Buyers  for  whole¬ 
sale  and  retail  grocers  appreciate  the  difference  in 
quality  between  different  packs,  but  a  lot  of  their 
effort  seems  to  be  given  over  to  trying  to  get  the  better 


grades  at  the  price  asked  for  the  poorer  product.  Those 
who  hold  fancy  pack  spinach  at  $1.20  do  not  like  to 
see  offerings  at  90  cents.  It  makes  the  market  seem 
weak  when  such  may  not  be  the  case  at  all. 

ASPARAGUS — A  feature  of  the  market  is  the 
steady  demand  for  asparagus  from  first  hands.  While 
many  buyers  anticipated  their  requirements  early  in 
the  season  and  have  been  out  of  the  market  for  months, 
others  seem  to  be  buying  set  quantities  month  after 
month.  Opening  prices  prevail,  with  much  strength 
in  evidence.  The  cleanup  promises  to  be  the  closest  in 
years. 

TOMATOES — The  tomato  market  continues  quiet 
but  packers  are  making  no  special  efforts  to  bring 
about  sales.  New  lists  have  been  expected  for  some 
time  and  some  advances  are  looked  for  when  these 
make  their  appearance.  There  is  still  considerable 
trading  among  canners  in  an  effort  to  fill  orders  as 
fully  as  possible  and  deliveries  may  be  closer  to  sales 
than  seemed  likely  when  the  packing  season  ended. 
It  is  a  settled  fact,  however,  that  there  will  be  pro 
rata  deliveries  on  some  items.  Most  holdings  of  No. 
21/2  standards  are  priced  at  95  cents,  with  No.  10s  at 
$3.00.  Minimum  prices  on  solid  pack  in  these  sizes, 
respectively,  are  $1.30  and  $4.05. 

TAKING  ACTION — The  death  recently  of  several 
persons  at  San  Francisco  as  a  result  of  negligence  in 
the  handling  of  salvaged  soda,  permitting  this  to  be 
mixed  with  poison,  has  aroused  public  officials  to  action 
and  an  adequate  measure  is  being  drawn  up  to  prevent 
similar  occurrences  in  the  future.  Investigation  has 
brought  out  the  fact  that  large  quantities  of  salvaged 
foods  and  drugs  are  sold  in  this  market  and  that  more 
than  one  hundred  dealers  handle  little  else.  The  San 
Francisco  Retail  Grocers’  Association  has  appointed  a 
special  committee  to  work  in  cooperation  with  the 
City  Attorney  in  drawing  up  the  measure  to  protect 
the  public  health.  The  grocers  have  shown  that 
canned  foods  have  been  purchased  from  insurance  and 
transportation  companies  in  bad  condition,  the  original 
labels  removed  and  replaced  with  dummy  brands  not 
bearing  the  name  of  the  packer  or  legitimate  distribu¬ 
tor.  The  furor  caused  by  the  sale  of  poisoned  baking 
soda  is  resulting  in  many  people  insisting  for  the  first 
time  on  brands  of  foods  and  drugs  packed  in  the 
original  containers  of  manufacturers. 

MIGRATORY  WORKERS  CAMPS— At  the  annual 
convention  of  the  California  Farm  Bureau  Federation 
held  at  Santa  Cruz,  Harry  E.  Drobish  of  the  Resettle¬ 
ment  Administration  advised  farmers  that  the  Federal 
Government  intends  establishing  from  fifteen  to  twenty 
migratory  workers’  camps  in  California,  similar  to 
the  one  opened  this  year  at  Marysville,  in  the  cling 
peach  district.  The  Government  hopes  to  meet  in  part, 
he  said,  the  needs  of  migratory  workers  and  of  the 
ranchers  who  employ  them.  The  camps  may  be  con¬ 
sidered  a  form  of  subsidy  to  the  small  rancher  who 
cannot  afford  to  maintain  permanent  quarters  for 
temporary  workers  and  who  is  forced  to  draw  his  labor 
supply  now  largely  from  squalid,  unsanitary  squatters’ 
camps.  The  plan  has  drawn  a  blast  from  the  decadent 
press,  but  farming  interests  look  upon  it  with  high 
favor. 
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’CRAMS  OF  INTEREST 

(Continued  from  page  12) 

Sanitary  Can  Sales  with  the  merged  interests  of  the  Boyle 
Company  and  Metal  Package  Corporation,  and  it  is  largely 
through  his  initiative  and  devotion  that  the  enviable  trade  posi¬ 
tion  of  his  company,  in  sanitary  cans,  has  been  reached.  ‘Carle’ 
Cooling  has  given  lavishly  of  his  time  and  talents  as  a  director 
of  the  Canning  Machinery  &  Supplies  Association  and  is  known, 
too,  as  the  godfather  of  the  Young  Guard  Society.  He  is  a 
member  of  the  Masons,  Shrine,  Odd  Fellows,  Junior  Mechanics 
and  the  Rodgers  Forge  Golf  Club.  A  genial  host,  a  sparkling 
personality,  a  warm  friend,  and  an  able  executive — S.  Carle 
Cooling.” 

SECRETARY  F.  WEBSTE31  BROWNE  extends  a  Cordial  invitation  to 
the  many  broker,  buyer  and  machinery  and  supply  company 
friends  of  the  Maine  Canners  Association  members  to  attend 
their  Annual  Meeting  to  be  held  December  17th  at  the  Eastland 
Hotel,  Portland,  Maine. 

ROY  CHARD,  Audubon,  Iowa,  was  elected  President  of  the  lowa- 
Nebraska  Canners  Association  at  the  Annual  Meeting  held 
December  3rd  and  4th  at  Des  Moines.  Other  officers  elected  are : 
Loyal  Shannon,  Nebraska  City,  Nebraska,  Vice-President;  Hoyt 
Ellis,  Vinton,  Iowa,  Secretary-Treasurer.  These  comprise  the 
Board  of  Directors  together  with  G.  E.  Carrier,  Vinton,  Iowa; 
J.  L.  Farmer,  Cedar  Rapids,  Iowa;  A.  R.  Dunbar,  Des  Moines, 
Iowa;  G.  E.  Pollock,  Marshalltown,  Iowa;  A.  E.  Stewart, 
Plattsmouth,  Nebraska. 

ANDREW  R.  SCHOTTKY,  of  Merced,  California,  has  been  ap¬ 
pointed  receiver  for  California  Tomato  Juice,  Inc.,  of  that  city. 
Creditors  asked  that  involuntary  bankruptcy  proceedings  be 
carried  out  to  conserve  the  assets  of  the  company. 

ANNOUNCEMENT  was  made  November  29th  by  William  Timson, 
President  of  the  Alaska  Packers  Association  and  the  Association 
of  Pacific  Fisheries,  of  the  appointment  of  the  J.  Walter  Thomp¬ 
son  Company,  international  advertising  agency,  to  handle  the 
national  campaign  on  canned  salmon.  “I  believe,”  said  Mr.  Tim¬ 
son,  “that  buyers,  brokers,  canners  and  all  others  connected  with 
the  salmon  industry  will  recognize  that  our  packers  are  definitely 
committed  to  a  two-year  advertising  program  in  support  of 
salmon.  We  know  that  sound  advertising  on  this  product  which 
has  so  many  appetizing  and  nutritional  advantages  is  bound 
to  have  a  most  beneficial  effect  on  the  sales  movement.”  Full 
information  on  all  the  details  of  the  national  advertising  will 
be  released  to  the  trade  in  the  immediate  future.  Advertising 
on  salmon  is  sponsored  jointly  by  the  Association  of  Pacific 
Fisheries  and  the  Northwest  Salmon  Canners  Association.  The 
campaign  will  be  supported  by  more  than  85%  of  the  canned 
salmon  pack. 

HOW  INDIANA  IS  FIGHTING  TOMATO 
BOOTLEGGING 

(Continued  from  page  10) 

be  short  on  your  deliveries.  Slowly  but  surely  this  idea 
grows  and  the  first  thing  you  know  you  are  packing 
an  inferior  product.  Your  buyers  are  turning  you 
down  on  samples,  you  have  to  cut  prices,  You  Even 
Have  Government  Seizures. 

Gentlemen,  we  have  had  only  a  taste  of  open  market 
conditions  the  last  two  or  three  years,  and  the  result: 
Indiana  as  a  State  that  packs  quality  tomatoes  is  slip¬ 
ping,  that  fear  that  your  tomatoes  may  go  elsewhere 
if  you  insist  on  quality  has  got  you,  and  you  do  not 
know  it.  Can  you  today  reject  a  load  of  tomatoes  to 
be  sorted  before  you  can  accept  it?  No.  If  you  do, 
it  goes  to  the  market.  Some  growers  deliberately  top 
their  tomatoes  with  bad  ones  to  get  you  to  reject  their 


load.  What  happens?  You  take  the  load,  you  dock 
for  culls  and  rotten  tomatoes,  it  is  true,  but  you  still 
take  them  into  your  factory,  you  still  run  them  over 
your  picking  belts,  and  you  cannot  sort  them  all  out 
no  matter  how  hard  you  try. 

How  do  we  know  this  is  true  ?  Look  at  the  records. 
Check  the  Government  seizures  of  Indiana  packed  to¬ 
matoes  during  the  last  five  years.  An  astounding 
number  since  the  fear  of  open  market  has  crept 
into  us. 

It  would  not  be  putting  it  too  strong  if  we  say  that 
Indiana,  on  the  open  market  basis,  will  without  doubt 
loose  its  leading  position  for  quantity  and  quality  to¬ 
matoes. 

Still  another  angle  that  you  should  give  some 
thought.  A  goodly  portion  of  the  Indiana  tomato  pack 
is  sold  before  the  pack  starts.  Many  smaller  packers 
are  able  to  finance  their  pack  by  showing  their  bankers 
their  future  sale  contracts.  Now  how  can  you  sell 
your  tomatoes  unless  you  know  what  the  raw  stock  is 
going  to  cost  you?  If  you  do  sell  you  are  going  to 
take  a  chance  that  may  cost  you  real  money. 

Gentlemen,  unless  a  very  determined  and  relentless 
fight  is  instituted  against  open  market  for  canning  to¬ 
matoes  it  will  only  be  a  matter  of  a  few  years  until 
every  canner  in  the  State  will  directly  suffer  the  con¬ 
sequences. 

It  is  the  function  of  the  Canners’  Protective  Asso¬ 
ciation  to  fight  this  fight,  providing  we  get  your  sup¬ 
port  financially  and  morally. 
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CANNED  FOOD  PRICES 


Prices  given  represent  the  lowest  figure  generally  quoted  for  lots  of  wholesale  size,  usual  terms  f.  o.  b.  Baltimore  (unless 
otherwise  noted)  and  subject  to  the  customary  discount  for  cash.  Many  canners  get  higher  prices  for  their  goods;  some  few 
may  take  less  for  a  personal  reason,  but  these  prices  represent  the  general  market  at  this  date. 

Baltimore  figures  corrected  by  these  Brokers:  tThomas  J.  Meehan  &  Co.,  ‘Howard  E.  Jones  &  Co.,  §Harry  H.  Mahool  &  Co. 

New  York  prices  corrected  by  our  Special  Correspondent,  fin  column  headed  “N.  Y.”  indicates  f.  o.  b.  factory. 


Canned  Vegetables 

Balto. 

ASPARAGUS*  (California) 

White  Colossal,  No.  2% . 


Peeled,  No.  2^. 


Peeled,  No.  2y-i . 

Medium,  No.  2% .  2.60 

Green  Mammoth,  No.  2,  round  cans  2.26 

Medium,  No.  1  tall .  1.90 

Large,  No.  2 . 


Tips,  White,  Manunoth,  No.  1  sq . 

Small,  No.  1  sq . 

Green  Mammoth,  No.  1  sq . 

Small,  No.  1  sq . 

RAKED  BEANSt 


N.Y. 


t2.66 

t2"66 


t2.10 


t2.60 

t2.26 

t2.80 

t2.00 


16  oz.  ... 
No.  21/2 
No.  10  , 


.46  . 
.77Vj. 
2.86  . 


BEANS# 

Standard  Cut  Green,  No.  2 . 67% . 

Standard  Cut  Green,  No.  10 .  3.26  13.00 

Standard  Whole  Green,  No.  2 . 

Standard  Whole  Green,  No.  10....  4.00  . 

Standard  Cut  Wax,  No.  2 . 80  . . 

Standard  Cut  Wax,  No.  10 . . 

Red  Kidney,  Standard,  No.  2 . 76  . 

Standard,  No.  10 .  3.76  t3.76 

LIMA  BEANS#  (F.  O.  B.  Factory) 

No.  2  Tiny  Green .  1.46  . 

No.  10  . 

No.  2  Medium  Green .  1.15  . 

No.  10  . . 

No.  2  Green  and  White . 82% . 

No.  10  .  4.16  . 

No.  2  Fresh  White . 70  t.72% 

No.  10  .  3.76  t3.76 

Soaked,  No.  2 . 62% . 


BEETS 


Baby,  No.  2,  6  count . 76  . 

6  or  over  .  . 86  . 

No.  2%,  8  count . 96  . 

7/10  count  .  1.10  . 

Standard  Cut,  No.  2 . 66  . 

No.  2%  . 80  . 

Extra  Standard,  Cut,  No.  2 . 90  . 

No.  2%  .  1.10  . 

No.  10  .  3.26  . 

Standard,  Sliced,  No.  2 . 76  . 

Extra  Standard,  Sliced,  No.  2 . 96  . 

No.  10  .  4.00  . 

CARROTS# 

Standard  Sliced,  No.  2 . 76  . 

Sliced,  No.  10 . .  . . 

Standard,  Diced,  No.  2 . 70  ......_ 

Diced.  No.  10 . . 

No.  2  Peas  and  Carrots . 86  . 

CORN# 

Golden  Bantam,  Fancy,  No.  2 . 96  fl.lO 

Extra  Standard,  No.  2 . 90  . 

Fancy,  No.  10 .  6.26  . 

Shoepeg,  Fancy,  No.  2 .  1.00  „„.... 

Extra  Standard,  No.  2 . 87% . 

Standard.  No.  2 . 86  . 

Crushed,  Fancy,  No.  2 . 

Extra  Standard,  No.  2 . .80  ....... 

Standard,  No.  2 . 70  t.70 

Standard,  No.  10 .  4.00  ........ 

HOMINY# 

Standard  Split,  No.  2,  Tall . . 

No.  2%  . 76  . 

No.  10  .  3.00  . 

MIXED  VEGETABLES# 

Standard,  No.  2 . 76  . 

No.  10  .  3.76  . 

Fancy,  No.  2 . 80  . 

No.  10  .  4.26  . 

OKRA  AND  TOMATOES# 


Standard,  No.  2. 


PEAS#  (new  pack) 

No.  1  Petit  Pois . . . .  ™....  ..— 

No.  2  Fancy  Sweets,  2s .  tl.60 

No.  2  Fancy  Sweets,  38 .  ........  _„.... 

No.  2  Fancy  Sweets,  4s . .  #1.36 

No.  2  Fancy  Sweets,  68 . . 

No.  2  Std.  Sweets,  6s . _....  _.... 

No.  1  Early  June,  3s . 66  . 

No.  2  Std.  Alaskas,  Is . 

No.  2  Std.  Alaskas,  28 . 96  . 

No.  2  Std.  Alaskas,  3s . 76  t.76 

No.  2  Std.  Alaskas,  4s . 70  t.70 

No.  10  Std.  Alaskas,  2s . 

No.  10  Std.  Alaskas,  3s . . .  4.26  . 

No.  10  Std.  Alaskas,  4s . 3.76  . 

No.  2  Ungraded  . . .  .67%  t.66 


CANNED  VEGETABLES— Continued 


CANNED  FRUITS— Continued 


Balto.  N.Y. 

PUMPKIN# 

Standard,  No.  2% . 

No.  a  . 

No.  10  .  2.76  t3.00 

SAUER  KRAUT# 

Standard,  No.  2«« . . 

No.  2%  . 

No.’ 

SPINACH# 

Standard,  No.  2 . 

No.  2%  . . 

No.  8  _ 

No.  10  . 

California,  f.  o.  b.  Coast* 

Standard,  No.  2% . 

Standard,  No.  10 . 

SUCCOTASH# 

Standard  Green  Corn,  Dried  Limas, 

No.  2  . 

Standard  Green  Corn.  Fresh  Limas, 

No.  2  . 

(Triple)  No.  2  (with  tomatoes) . 

SWEET  POTATOES#  (F.  O.  B.  Factory) 


Standard  No.  2 . 67% . 

No.  2%  . 82%  t.82% 

No.  3  . 96  t.92% 

No.  10  .  2.80  #3.00 

TOMATOES# 

Extra  Standard,  No.  1 . 60  ........ 

F.  O.  B.'  Factory . 60  ........ 

No.  2  . 70  . 

F.  O.  B.  Factory . 70  . 

No.  3  . 

F.  O.  B.  Factory . 

No.  10  3.26  . 

F.  O.  B.  Factory .  3.26  . 

Standard,  No.  1 . 41%  #-40 

F.  O.  B.  Factory . 42% . 

No.  2  . 65  . 

F.  O.  B.  Factory . 62%  t.62% 

No.  2%  . 90  . 

F.  O.  B.  Factory . 87%  t-87% 

No.  3  . 96  . 

F.  O.  B.  Factory . 92%  t.96 

No.  10  .  2.85  . 

F.  O.  B.  Factory .  2.76  #2.76 

TOMATO  PUREE#  (F.  O.  B.  Factory) 

Standard,  No.  1  Whole  Stock . 42% . 

No.  10,  Whole  Stock .  3.25  . 

Standard,  No.  1  Trimmings . 40  . 

No.  10  Trimmings .  3.00  . 

TOMATO  JUICE# 

No.  1  . 45  . 

No.  10  .  2.76  . 

TURNIP  GREENS# 

No.  2  . 76  . 

No.  2%  .  1.06  . . 

No.  10  .  3.76  . 


Canned  Fruits 

APPLES*  (F.  O.  B.  Factory) 

Maine,  No.  10 . . 

Michigan,  No.  10 . 

New  York,  No.  10 . 

Pennsylvania,  No.  10,  water... 

Pa..  No.  3 . 

Pa.,  No.  10  solid  pack . 

APRICOTS*  (California) 

Choice,  No.  2% . 

Fancy,  No.  2% . 

BLACKBERRIES* 

Standard,  No.  2 . . 

No.  3  . . . ;. . . 

No.  10  water . 

No.  2.  Preaerred... _ _ _ 

No.  2,  in  Syrup . . 

BLUEBERRIES* 

Maine.  No.  2 . . . 

No.  10  . 

CHERRIES* 

Standard  Red.  Water,  No.  2.. 

White  Syrup,  No.  2„.. . 

Extra.  Preserved,  No.  2 . . 

N.  Y.  Red  S.  Pitted,  No.  10.... 

California  Standard,  2% . 

Choice,  No.  2% . 

Fancy.  No.  2% . 

GOOSEBERRIES* 

Standard  No.  2 . 

No.  10  . . . 


GRAPE  FRUIT* 

. 60 

No.  2  . 

No.  6  . 

No.  1  Juice . 

No.  2  Juice . . 

No.  5  Juice . . 

.  1.12%#1.10 

.  3.60  . 

. 55  . 

. 76  . 

. .  2.60  . 

sTo’o 

#37oo 

3.26 

2.50 

00 
^  © 

6.00 

— 

7.26 

#6.00 

1.06 

........ 

....... 

4.70 


+2.25 

#2.36 

#2.60 


'”.'67%  T.62% 

2'!56  "Z.’! 

.70  . 

.95  #1.00 

Zoo 

.95  #1.00 
3.15  #3.16 


.82%., 

.87%., 

.90  . 


Balto.  N.Y. 

PEARS* 


Standards,  Keifer  No.  2,  in  syrup....  1.06  

Standards,  Keifer  No.  2%,  in  syrup  1.35  ........ 

No.  10  .  4.76  . 

California  Bartletts,  Standard  2%..  1.60  #1.46 

Fancy  .  tl.90 

Choice  .  1.85  #1.60 

Standard,  No.  10 .  6.60  #5.00 

PEACHES* 

California  Standard,  No.  2%,  Y.  C.  1.60  #1.25 

Choice,  No.  2%,  Y.  C .  1.66  #1.35 

Fancy,  No.  2%,  Y.  C .  #1.70 

Extra  Sliced  Yellow,  No.  1  Tails . 95  . 

Seconds,  Yellow,  No.  3 . 

Pies,  Unpeeled,  No.  3 . 

Peeled,  No.  10,  Solid  Pack .  6.00  #5.00 

PINEAPPLE* 

Hawaiian  Sliced,  Extra,  No.  2% .  2.10  #1.80 

Sliced,  Standard,  No.  2% .  1.90  #1.70 

Sliced,  Extra,  No.  2 .  H.60 

Sliced,  Standard,  No.  2 .  #1.46 

Shredded,  Syrup,  No.  10 . . . . . . 

Crushed.  Extra,  No.  10 .  6.76  #6.76 


Eastern  Pie.  Water,  No.  10 .  . . 

Porto  Rico,  No.  10 . „.... 

RASPBERRIES* 

Black,  Water,  No.  2 . . 

Red.  Water,  No.  2 . 

Black,  Syrup,  No.  2 .  6.00  . . 

Red,  Syrup,  No.  2 . 

Red,  Water,  No.  10 . 

STRAWBERRIES# 

Preserved,  No.  1 . 

Preserved.  No.  2 . 

Extra,  Preserved,  No.'  1 . . . 

Extra.  Preserved,  No.  2 . 

Standard,  Water,  No.  I0~ . 

FRUITS  FOR  SALAD* 

Fancy,  No.  2% .  2.65  #2.36 

No.  10s  .  7.75  #8.00 


Canned  Fish 

HERRING  ROE* 

16  oz..  Factory . 

No.  2,  17-oz.  cans.  Factory..... . 

No.  2,  19-oz.  cans.  Factory . 

LOBSTER* 


Flats.  1-lb.  cases,  1  .doz .  #6.50 

%-lb.  cases,  1  doz . . . .  #3.26 

%-lb.  cases,  1  doz. .  #1.96 

OYSTERS* 

Standard,  4  oz . .  1.00  _ _ 

6  oz .  1.10  #1.10 

8  oz .  1.85  . 

10  oz.  .  2.10  #2.10 

Selects,  6  oz. . . 

SALMONS 

Red  Alaskas,  Tall,  No.  1 .  2.43  #2.35 

Flat,  No.  % . 

Cohoes,  Tall,  Noi  1 .  1.83  #1.75 

Flat,  No.  1 .  2.03  . 

Flat,  No.  % .  1.20  . 

Pink,  Tall,  No.  1 . : .  1.08  #1.05 

Pink,  Flat,  No.  % . 86  . 

Sockeye  Flat,  No.  1 .  3.08  ........ 

Flat,  No.  % .  1.85  . 

Chums,  Tall.  No.  1 . ^ .  1.03  #1.00 

Medium,  Red,  Tall .  #1.65 

SHRIMPS 

Dry,  No.  1 .  1.10  #1.10 

Wet,  No.  1,  Large .  1.16  #1.16 

SARDINES  (Domestic),  per  case  S 

V*  Oil.  keyless .  3.26  #3.00 

%  Oil,  keys .  3.60  #3.45 

%  Oil,  Tomato,  Carton . 

%  Oil,  Carton .  3.90  #3.75 

%  Mustard,  keyless . 2.86  #2.76 

California  Oval,  No.  1  48’s .  2.96  #2.76 

TUNA  FISHS  (California),  per  case 

White,  %a  .  7.30  _ 

White,  Is  .  13.66  _ 

Blue  Fin,  %s .  4.85  ....... 

Blue  Fin,  Is . 

Striped,  %s  .  3.40  . 

Striped,  %s  .  4.60  . 

Striped,  Is  .  8.00  . 

Yellow,  %s.  Fancy .  4.15  . 

Yellow,  %s.  Fancy .  6.26  #6.00 

Yellow.  Is  . 11.60  _ 


rnimw 
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SMILE  AWHILE 


LEONARD  SEED  COMPANY 


It'll  ^'tickle  you  pink" 

when  you  see  what's  been  done 
For  you  in  the  business 
of  canners'  supplies. 

So  hop  on  the  train, 
or  into  your  car 
See  the  whoppei  exhibit  .  .  . 
and  then  modernize! 


Seed  Growers  and  Breeders 


Peas,  Beans,  Sweet  Corn, 
Tomato,  Cucumber  and 
other  canners’  seeds. 


CHICAGO 


Annual  Exhibition, 

Stevens  Hotel,  Chicago, 
January,  19-24,  1936 


AND  COLLECT  YOUR  COMMISSION 

“Doctor,  I  want  you  to  look  after  my  office,  while  I’m 
on  my  vacation.” 

‘But  I’ve  just  graduated,  doctor.  I’ve  had  no 
experience.” 

“That’s  all  right,  my  boy.  My  practice  is  strictly 
fashionable.  Tell  the  men  to  play  golf  and  ship  the 
lady  patients  off  to  Europe.” 


MORRAL  CORN  HUSKER 
Either  Single  or  Double. 


MORRAL  CORN  CUTTER 
Elither  Single  or  Double  Cut 


MORRAL  COMBINATION 
CORN  CUTTER 
(or  Whole  Grain  or  Cream  Style  Coin 


MORRAL  LABELING  MACHINE 
and  other  machinery 


CORN  CUTTER,  PATENTED 

Wrilt  for  Catalogue  and  further  particulars 

MORRAL  BROTHERS,  Morral,  Ohio 


ARITHMETIC 
‘How  many  make  a  dozen  ?” 
‘Twelve.” 

‘How  many  make  a  million?” 
‘Very  few.” 


ON  THE  JOB 

Customer:  I  inserted  an  advertisement  for  my  lost 
dog  in  the  paper  here.  Has  anything  been  heard  of  it  ? 
I  offered  a  reward. 

Office  Boy:  Sorry,  all  the  editors  and  reporters  are 
out  looking  for  the  dog. 


TERPSICHORE 

Young  Man:  Young  lady,  what  do  you  usually  get 
for  teaching  a  young  man  like  me  some  new  dance 
steps  ? 

Attractive  Dancing  Teacher:  One  of  my  assistants. 


CANCEL  THAT  CALL 

First  Little  Boy — I  forgot  to  ask  you  to  my  picnic 
party  tomorrow. 

Second  Little  Boy — Too  late  now.  I’ve  prayed  for  a 
blizzard. 


“So  you’d  like  to  quit  the  navy  and  become  a  farm¬ 
hand,  eh?  Have  you  had  any  experience  with  plow 
horses  ?” 

“Yes,  I’ve  bet  on  the  races.” 


FOR  CANNED 
FRUITS  ahdVEGETABLES 


UP  AND  AT  ’EM! 

‘Shall  we  have  a  friendly  game  of  cards  T 
No,  let’s  play  bridge.” 


December  9, 1935 


THE  CANNING  TRADE 


29 


WHERE  TO  BUY 

the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 


ADJUSTERS  for  Detachable  Chaina. 
r'rank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Apple  Paring:  Machines.  See  Paring  Mach. 
Asparagrus  Machinery. 

Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

Bean  Cutters.  Stringless. 

Bean  Snippers,  Green  String. 

Baskets,  Picking. 

BEAN  SNIPPER,  Green  String. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore. 


BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore. 

BELTS,  Carrier,  Rubber,  Wire,  Etc. 

Berlin-Chapman  Co.,  Berlin.  Wis. 

La  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Bean  Cleaners.  See  Clean  and  Grad.  Maeh. 
Beans,  Dried.  See  Pea  and  Bean  Seed. 

BLANCHERS,  VegeUble  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Blowers,  Pressure.  See  Pumps. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore. 

BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning. 

How  to  Buy  and  Sell  Canned  Foods. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

All  published  by  The  Canning  Trade,  Baltimore. 

Bottle  Caps.  See  Caps. 

Bottle  Cases,  Wood.  See  Boxes,  Crates. 

Bottle  Corking  Machines.  See  Bottlers  Mchy. 
Bottlers’  Machinery. 

BOX  (Corrugated)  SEALING  MACHINES. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore. 

Boxes,  Corrugated  Paper. 

BOXES,  Lug,  Field,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 


BOXING  MACHINES. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

BROKERS. 

Phillips  Sales  Co.,  Cambridge,  Md. 

Buckets  and  Pails.  Fibre.  See  Corr.  Paper 
Products. 

Buckets  and  Pails,  Metal.  See  Enameled  Buckets. 
Buckets,  Wood.  See  Cannery  Supplies. 

BURNERS,  Oil.  Gas,  Gasoline.  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Can  Conveyors.  See  Conveyors  and  Carriers. 
Can  Fillers.  See  Filling  Machines. 


CAN  MAKERS’  MACHINERY. 

Cameron  Can  Mchy  Co.,  Chicago,  III. 

Can  Markers.  See  Stampers  and  Markers. 

CANS,  Tin.  All  Kinds. 

American  Can  Co.,  New  York  City. 
Continental  Can  Co.,  New  York  City. 

Heekin  Can  Co.,  Cincinnati,  Ohio. 

National  Can  Co.,  Inc.,  New  York-Baltimore. 
Phelps  Can  Co.,  Baltimore,  Md. 

Phillips  Can  Co.,  Cambridge,  Md. 


CAN  WASHING  MACHINES. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg.  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CANNERY  SUPPLIES. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Can  Stampers.  See  Stam];>er8  and  Markers. 


CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  J. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 


CARRIERS  AND  CONVEYORS.  Gravity. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Cartons.  See  Corrugated  Paper  Products. 
Catsup  Machinery.  For  the  preparatory  work: 

see  Pulp  Mchy. ;  for  bottling :  see  Bot.  Mchy. 
Chain  Belt  Conveyors.  See  Conveyors. 

Chain  for  Elevating,  Conveying.  See  Conveyors. 
Checks,  Employers’  Time.  See  Stencils. 

Chutes,  Gravity,  Spiral.  See  Carriers. 


CLEANING  AND  GRADING  MACHY.,  Fruit. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Cleaning  and  Washing  Machines,  Bottle.  See 
Bottlers’  Machinery. 

Cleaning  Machines,  Can.  See  Can  Washers. 


CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CLOSING  MACHINES,  Open  Top  Cans. 
Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

Coils,  Copper.  See  Copper  Coils. 

Condensed  Milk  Canning  Machinery.  See  Milk 
Condensing  Machinery. 


CONVEYORS  AND  CARRIERS.  Canners. 

Berlin-Chapman  Co.,  Berlin,  Wis. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 


COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  HI. 

Cookers,  Retorts.  See  Kettles,  Process. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 


COPPER  COILS,  for  tanka. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hooi>eston,  IlL 


CORN  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Cang,  Mchy.  Corp.,  Cedarburg,  Wis. 
Morral  Bros.,  Morral,  Ohio. 

A  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CORN  HUSKERS  AND  SILKERS. 

Berlin-Chapman  C!o.,  Berlin.  Wis. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  ft  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 


CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  ^rlin,  Wis. 

A.  K.  Robins  ft  Co.,  Inc.,  Baltimore,  Md. 


CRANES  AND  CARRYING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  ft  C!o.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  HI. 

CRATES,  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  ft  (3o.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoot>eston,  Ill. 

CUTTERS,  Vegetable,  Mincemeat,  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  HI. 


DECORATED  TIN  (or  Cans,  Caps,  Etc.). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

National  Can  Co.,  New  York-Baltimore. 

ENAMELED  BUCKETS,  PAILS,  Etc. 

F.  H.  Lan^enkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  ft  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Engines,  Steam.  See  Boilers  and  Engines, 

ENSILAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis., 

EVAPORATING  MACHINERY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 


EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin.  Wis. 

A.  K.  Robins  ft  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 


FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y, 

A.  K.  Robins  ft  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

FIBRE  CONTAINERS  for  Food  (not  hermetic¬ 
ally  sealed). 

American  Can  Co.,  New  York  City. 

C!ontinental  Can  Co.,  New  York  City. 

Fillers  and  Cookers.  See  Com  Cooker-Fillers. 
Filling  Machines,  Bottles.  See  Bottlers’  Mehy. 
Field  Warehousing. 


FILLING  MACHINES,  Can. 

Airars  Machine  Co.,  Salem,  N.  J. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  McL 
Sprague-Sells  Corp.,  Hoopeston^  III. 


FINISHING  BIACHINES.  Catsup,  Etc. 

F.  H.  Lansrsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  ft  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  IlL 
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GENERAL  AGENTS  for  Machinery  Mfn. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  III. 

Generators,  Electric.  See  Motors. 

GLASS  LINED  TANKS. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Gravity  Carriers.  See  Carriers  and  Conveyors. 
Gums,  Labeling. 

Hoisting  and  Carrying  Machines.  See  Cranes. 
Hullers  and  Viners.  See  Pea  Hullers. 

Huskers  and  Silkers.  See  Corn  Huskers. 
Hydraulic  Conveying  Equipment. 

INSURANCE.  Canners. 

Canners’  Exchange,  Lansing  B.  Warner,  Chicago. 
Jacketed  Kettles.  See  Kettles,  Copper. 


JACKETED  PANS,  Steam. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KETTLEiS,  Copper,  Plain  or  Jacketed. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 

KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KNIVES^  Biiscellaneous. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KRAUT  MACHINERY. 

Hansen  Cang.  Mchy  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind, 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

Lehmann  Printing  &  Litho.  Co.,  San  Francisco. 
Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  for  Analyses  of  Goods,  Etc. 
National  Canners  Assn..  Washington,  D.  C. 

MILK  CONDENSING  AND  CANNING  MCHY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

Sinclair  Srott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston  Ill. 

OYSTER  CANNERS’  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PASTE,  CANNERS’, 

F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach  Co.,  Kewaunee,  Wis. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Leonard  Seed  Co.,  Chicago,  Ill. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 
Washburn-Wilson  Seed  Co.,  Moscow,  Idaho, 

F.  H,  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS’  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair  Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  HI. 

PEA  VINE  FEEDERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  MACHINES. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PINEAPPLE  MACHINERY. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PRESERVERS’  MACHINERY. 

F.  H.  Lan^enkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PULP  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PUMPS,  Air,  Water,  Brine,  Syrup. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SEALING  MACHINES,  Box. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Spi  ague-Sells  Corp.,  Hoopeston,  Ill. 

Scalding  and  Picking  Baskets.  See  Baskets. 
Sealing  Machines,  Bottles.  See  Bottlers’  Mchy. 

SEEDS,  Canners’,  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Leonard  Seed  Co.,  Chicago,  Ill. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 
Washburn-Wilson  Seed  Co.,  Moscow,  Idaho. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SHEET  METAL  WORKING  MACHINERY. 
Cameron  Can  Mchy.  Co.,  Chicago,  HI. 

SIEVES  AND  SCREENS. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STIRRERS  FOR  KETTLES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

SILKING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

SPEED  REGULATING  DEVICES  (for  Machinoo, 
Belt  Drives,  Etc.). 

Berlin-Chapman  Co.,  Berlin,  Wis. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STENCILS,  Marking  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Eltc. 

A.  K.  Robins  A  Co.,  Inc.,  Baltimore,  Md. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Steam  Jacketed  Kettles.  See  Kettles. 

Steam  Retorts.  See  Kettles,  Process. 

Storage  &  Warehousing. 

STRING  BEAN  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

E.  J.  Judge,  Alameda,  Calif. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  HI. 

Tables,  Picking.  See  Canners’  Machinery. 

TANKS,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  III. 

TANKS,  Glass  Lined,  Steel. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

TANKS,  Wooden. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  III. 

Testers,  Can.  See  Can  Makers’  Machinery. 

TOMATO  CANNING  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

TOMATO  JUICE  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

TOMATO  PEELING  MACHINE. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn, 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Leonard  Seed  Co.,  Chicago,  Ill. 

Francis  C.  Stokes  &  Co.,  Inc.,  Moorestown,  N.  J. 
Tri-State  Packers  Association,  Elaston,  Md. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

^rlin-(^apman  Co.,  Berlin,  Wis. 

F.  H.  Langrsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  111. 

VEGETABLE  CUTTERS. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Washers,  Bottles.  See  Bottlers’  Machinery. 
Warehousing  &  Storage. 

WASHERS,  Can  and  Jar. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarsburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  0>.,  Baltinwre,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  HL 

Windmills  and  Water  Supply  System.  Sss 
Tanks,  Wood. 
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JUICE 

DRAIN 


WEIRTON.W.VA 


AVARS  IMPROVED  UNIVERSAL  TOMATO  FILLER 


JUICE 

adjustment 


also  For  Cut  String  Beans 

Built  in  two  sizes- -Seven  Pocket  and  Five  Pocket 
%  For  Filing  Whole  Tomatoes. 


0  Measures  each  can  full  alike  with¬ 
out  crushing. 

0  Measured  amount  of  juice  deliver¬ 
ed  in  empty  can. 

%  Shaker  Fruit  adjusting  plate. 

%  Compression  adjustment. 

%  Can  adjust  to  any  weight  desired. 
Prices  on  request. 

AVARS  MACHINE  COMPANY 

SALEM,  NEW  JERSEY 


PLANTS 

OF  THE 

PHELPS  CAN  CO 

MANUFACTURERS  OF 

.  TIN  CANS 

CAPACITY 600  MILLION  CANS  PER  YEAR 

MAIN  OFFICE 

ALTIM ORE.  M  D.  _ 


It  was  an  old  Greek  custom,  but  •  today 
’’NATIONAL”  CANS  and  ’’NATIONAL” 
SERVICE  cut  a  wide  path  thru  the  doubts  and 
delays  of  Cannery  schedules. 

Cuttins  thru  to  GREATER  EFFICIENCY  at  the 
Cannery  is  an  old  ’’NATIONAL”  custom. 

CA  kl  C  A  WHENEVER  •  WHEREVER 
^  IN  D  •  THERE’S  A  PACK  ! 


<UTTIN< 

THRU 

...WITH  THEIR 
CHARIOT  KNIVES! 


NATIONAL  CAN  COMPANY  •  'Inc.’ 

FOR  OVER  A  QUARTER  CENTURY  •  KNOWN  AS  METAL  PACKAGE  CORPORATION 

EXECUTIVE  OFFICES  •  MO  EAST  42nd  STREET  •  NEW  YORK 

of  America's  Largest  Ganmakers 


One 


SALES  OFFICES  AND  PLANTS  «  NEW  YORK  CITY  •  BALTIMORE  •  BROOKLYN  •  CHICAGO  >  BOSTON  •  DETROIT  *  NEW  ORLEANS 
FISCHER  CAN  COMPANY  DIVISION  .  HAMILTON  .  OHIO 

BALTIMORE  PLANT  AND  SALES  OFFICE*811  SOUTH  WOLFE  STREET 


